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What Can 18,000 Salesmen 


Do For You? 


We undertake to get them for you. 
The undertaking is a modest one because 
the One Best Dealer in 6,000 towns and 


‘cities of the United States and Canada, 


on the average, has more than three 
salesmen. 

We can get the One Best Dealer as 
your representative in each town and 
city. We show him why it will pay 
him to handle and feature your line. 

The retaining fee to engage us ex- 
clusively for your business is $5,000 
annually. A good many people are 
paying this retainer because the returns 
make the cost a profitable investment. 


Bates Advertising Company 


CONVERSE D. MARSH, Chairman Executive Committee 
15 Spruce Street, New York City 
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The Des Moines Capital 


Des Moines, Towa 


Circulation 41,000 
Largest in the State 


Lafayette Doung 
Publisber 
March 11, 1908. 


Printers’ Ink, New York, N.Y.: 


GentLEmMEN—The Des Moines Cafital has 
advertised in Printers’ Inx for several years 
past, running a regular schedule of copy. We 
feel that this has been the most successful 
advertising, in creating a favorable impres- 
sion for the Cafita/ on the part of general ad- 
vertisers, that we have ever done. Hardly a 
week passes that we do not receive inquiries 
from newspapers and advertisers that are, to 
some extent, traceable to the use of Printers’ 
Inx. We have been more than delighted with 
the co-operation which has been given the 
Publisher and the Manager of the Cafita/ in 
the generous announcement of actual news 
items concerning the progress of the paper. 
We have always been unable to understand 
why other newspapers were not taking ad- 
vantage of this magnificent opportunity for 
promoting their strength with general ad- 


vertisers. Very truly yours, 


THE DES MOINES CAPITAL, 


Business Manager, — 
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NEW YORK, 


APRIL 15, 1908, No. 3. 


BIBLIOGRAPHY OF ADVERTISING. 
Compiled by Robt. C. Auld. 


Advertising men, generally, have 
been too busy to .devote much 
time to the writing of books 
about their profession. But it is 
pleasing to note among the au- 
thors that appear, on the follow- 
ing pages, many prominent names 
in the advertising world. 

The number of works that have 
appeared seem to have arrived 
with considerable lapse of time 
between; but one, doubtless, was 
hardly prepared to be confronted 
with such a number of titles as 
have been here included; and this 
Bibliography must dispel the de- 
lusion that Advertising has no 
literature. This literature will 
become stronger as it progresses. 
Advertising men are great read- 
ers, students and critics, and they 
are always ready to digest all that 
is written about their profession 
if it amounts to anything. 

The original number of titles col- 
lected was-just about half the num- 
ber now printed. The compiler col- 
lected his data directly, and from 
the Astor, Cooper Union, Colum- 
bia University, and Typothetae 
libraries in New’ York. To make 
it as complete as possible he com- 
municated with libraries in Wash- 
ington, Boston, Albany, Philadel- 
phia, St. Louis and Chicago. From 
the librarians he received very 
courteous communications and 
all, with the exception of the 
Boston Library, promised to as- 
sist, by contributing lists of the 
works, bearing on the subject, in 
their libraries. The compiler, 
therefore, wishes to extend par- 
ticular thanks to: Mr. M. D. Mc- 


Guffy, of the Library of Con- 
gress; Mr. Frank L. Tolman, of 
the New York State Library, Al- 
bany;-Mr. John Thomson, of the 
Free Public Library, Philadel- 
phia; Mr. F. M, Crunden, of the 
St. Louis Public Library; Mr. 
Frederick H. Hild, of the Chica- 
go Public Library; Mr. C. M. 
Andrews, of the John Crerar Li- 
brary, Chicago; and Mr. John 
Vance Cheney, of the Newberry 
Library, Chicago. Titles from 
the lists supplied by these were 
added to the original number, 
which was thus' more _ than 
doubled. 

The compiler would mention 
the obligation this Bibliography is 
under to Mr, Mead, of the Ty- 
pothetae of the City of New 
York, for access to the works in 
their library, from which many 
of the titles of the Directories 
were secured. 

PRINTERS’ INK supplied some 
very interesting titles, including 
Kenny’s Directory, of date 1861. 
Mr. Frederick Hild supplies the 
following in regard to “The 
American Advertising Directory.” 
He writes this “is not a newspa- 
per directory. It is a most inter- 
esting little volume in its, way, 
published by Jocelyn, Darling & 
Co., 36 Wall street, New York, 
1831. It gives, first, the names, 
business, and address under an 
alphabetical arrangement of cities, 
towns and villages, in which the 
several manufacturing or mercan- 
tile establishments are located; 
and, so far as possible; the dis- 
tance and direction of the towns 
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and villages nearest to them, For 
instance, New York is 160 miles 
south from Albany, and 226 miles 
northeast from Washington City. 
Boston is given as 436 miles 
northeast from Washington City. 
A second arrangement is under 
the various articles of manufac- 
ture, and the third arrangement 
gives all the names, firms or com- 
panies, in one general alphabeti- 
cal index.” 

The earliest date in this Bibli- 
ography is 1735, of a dramatic ad- 
vertisement of Ward’s Pills. The 
next date, 1751, described a plan 
for an advertising exchange, 
where advertisements could be 
displayed and publicity distribu- 
ted. Many of these books are 
worth giving a more detailed de- 
scription of, 

The list is not, of course, com- 
plete—that would be an impossi- 
bility. The compiler, however, 
would be very glad to receive from 
individuals and librarians any addi- 
tional titles that may not be here- 
in included; and also fuller data 
to complete certain abbreviated 
entries. Many of the agencies 
have issued publications, other 
than serial, and only a few of 
these have been availabie. Many 
of them contain valuable infor- 
mation, and it would be desirable 
to collect the titles. 

(Note: The dates given are 
from the title pages of the works 
consulted. This remark is made 
with special reference to the Di- 
rectories. ) 





ADVERTISING—GENERAL WORKS. 


Ailes, Frank S. 
Adwriters’ Assistant, 
phia. 1908. 

wAyer, Francis Wayland. 
Advertising. In A Hundred Years 
of New York, 1895. Ed. by Chauncey 
‘M. Depew. 

William Henry. 


The. Philadel- 


Baker, 
Advertising phrases; being the best 

\ of the original and other matter 
published in Chat during 1900-01. 
Chicago: Cahn, Wampole & Co., 
1901. (The  gist-of-things _ library, 
vol. 3.) 

Barnhart and Swasey. 
Management of Advertising. San 


on the Barnhart & Swasey, 1900. 

Illus. 

oma vCharles Austin. 
Business, The Art and Literature of: 
6 vols, A. Bates, N. Y. 1903 
(“A classic’—Public Improvements). 
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Bates, Charles Austin. 
Advertising, Good, 599 pp., 
1896. Holmes Publishing Co. 

“Bates, Charles Austin. 
Advertising, Short Talks on, 
C. A. Bates, N. Y., 1808, 

Bates, Charles Austin. ed. 

The book for bakers and confection- 

ers. 16 pp., 239 leaves.  Illustra- 

tions. How to advertise baked goods 
and confectionery. 

The clothing book. 24 pp., 232 leaves. 

Illustrations. How to advertise a 

clothing store. 

The coal book, 


Ne: Ess 


211 pp. 


15 pp., 202 leaves. 


Illustrations. Advertising the coal 
business. 

The drug book. 19 pp., 185 leaves. 
Illustrations. How to advertise a 


drug store. 

The dry goods book. 19 pp., 220 
leaves. Illustrations. How to adver- 
tise a dry goods business. 

The furniture book. 16 pp., 212 
leaves. Illustrations. How to ad- 
vertise a furniture store. 

The grocery book. 18 pp., 2%5 
leaves. Illustrations. Advertising a 
grocery store. 


The hardware book. 19 pp., 183 
leaves. Illustrations. How to ad- 
vertise hardware and stoves. 

The jewelry book. 14 pp., 204 
leaves. Illustrations. Advertising a 


jewelry store. 

The laundry book. 
leaves. _I Illustrations. 
vertise a laundry. 
The liquor book. 


18 pp., 216 
How to ad- 


16 pp., 208 leaves. 


Illustrations. Advertising a liquor 
store. 

The men’s furnishing book. 17 pp., 
189 leaves. Illustrations. How to 


advertise men’s furnishing store, 
The real estate and insurance book. 
16 pp., 206 leaves. Illustrations. How 
to advertise real estate and insur- 
ance. 
The shoe book. 
Illustrations. 
shoe store. 
The tailoring book. 14 pp. 200 leaves. 
Illustrations. How to advertise a 
tailoring business. 
The wall paper book. 
leaves. _ Illustrations. 
vertise wall paper. 
All the above published in New 
York by the C. A. Bates Syndicate, 


20 pp., 229 leaves, 
Advertising a retail 


16 pp., 233 
How to ad- 


1899. 
Bates, Chas, Austin. 

Retail Advertising, 18 vols., unpaged, 
about 400 pp. each., New York., 
1899. The Chas. Austin Bates Syn- 
dicate. (Under this eral title 
include the above, a the Piano 


Book, the Optical Book and the Car- 


riage and Harness Book.) 

Bennett, Charles Edward. 
How to advertise a_ retail yard. 
Minneapolis, Minn.: C, E,. Bennett, 


1900. 92 pp. Illus. 

Berthold, Hans. 
Wie macht man erfolgreich Reklame? 
Von Hans Berthold. 80 p. Berlin: 
H. Steinitz, 1904. 


(Continued on page 6.) 
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This Letter Has An Especial Interest 


January 6th, 1908. 

We think, perhaps, it would interest you to 
know that, in a list of fourteen of the leading pub- 
lications in which we carried our advertisement 
during October, November and December, THE 
SATURDAY EVENING PosT led the list with 
the best results. 

Our sition is a straight mail order, 





fe obtained during the recent financial panic,and 
we shall watch with interest to see whether this list 
will be changed when times become more normal. 

In the order of their efficiency the first five 
publications stand as follows: 


First: |The Saturday Evening Post 
Second: System 

Third: Technical World © 
Fourth: Everybody’s 

Fifth: Colliers 


Due consideration was given to each publi- 
cation in regard to 
Number of Cash Orders. 
Number of Inquiries. 
Following up inquiries, agents, and prices to 
the trade. We beg to remain, 
Yours truly, 


DILWORTH ADDER CO., 
(Signed) E. C. Ditwortn, 77reas. 


The Curtis Publishing Company 
Philadelphia 
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‘Bolton, Henry Carrington. 
Fortune-telling in America to-day. A 
study of advertisements. Read to the 
Baltimore Branch of the American 
Folk-Lore Society, December 12, 
1895. 299-307 p. Reprinted from 
the Journal of American folk-lore, 
vol. 8. 

“Boss, Henry R. . 
A brief history of advertising. Chi- 

‘ cago. 1886. 
- *Brooks, Hy. M. 
Advertisements, Quaint and Curious, 
153 pp. (In his Olden Time, 
N. S., No. 4.) Tichnor & Co., Bos- 
ton, 1886. 

Brunstein, Joseph Ludwig. 

Die Reklame im Lichte des Rechtes, 
48 p. 1904 


eCalkins, Earnest Elmo, and Holden, 
Ralph. 
Modern Advertising. Illustrated. 
xvii, 361 pp. D. Appleton, N. Y., 
1905. 

Collins, Louis. 
The advertiser’s guardian. London, 


1890. 

»Cornman, F. 

Some illustrations of olde London as 
quaintly illustrated advertisements, 
shop signs and curious old _ houses 
of the xvlii century. Second 
series. London: Privately printed 
for F. Cornman, 1894. 138 pp. Col- 
ored plates. Colored illus. 

Cronau, Rudolf. 

Das Buch der Reklame. 
5 vols. in 1. 

Datz, P. 

Histoire de la publicité depuis les 
temps les plus reculés jusqu’a nos 
jours. Tome premier, orné de 16 il- 
Seatestions dessinées par F. Courboin 
d’aprés_ des documents originaux. 
Paris: J. Rothschild, 1894. 230 pp., 
16 illus. 

De Weese, Truman A. de 
The principles of practical publicity; 
being a treatise on “the art of ad- 
vertising,”” by Truman. A. De Weese. 
Buffalo, N. Y., The Matthews-North- 
rup works, 1906. 3 p. 1. ix-xv, 244 
p., illus., plates. 

Eaton, Seymour. 


Ulm, 1877. 


Advertising Pay, How to Make. 

Hinds & Noble, N. Y., 1892. 
Eaton, Seymour. 

Advertising, Sermons. on. New 


York, 1908. 
Farrington, Frank. 
Retail Advertising. 244 pp. The 
Baker & Taylor Co., N. Y. 1901. 
Fortesque, S. 
Advertising Force, A Modern. Har- 
rison, London, 1908. 
.~ Fowler, Nathaniel C., Jr. 
About advertising and printing. Bos- 
ton, 1889. 
Fowler, N. C., Jr. 
Advertising, The Ayes of. Oak- 
wood Publishing Co., Boston, 1903. 
Fowler, N. C., Jr. 
Fowler’s ~ Publicity. An Encyclo- 
pedia of Advertising, Printing, and 
all that pertains to the Public See- 
ing Side of Business. 1016 pp. Illus. 
Publicity Publishing Co., N. Y., 1897. 
Gule, Harlow. 
Advertising, On ‘the Psythology of. 
(In his “Psychology.’’) 1900. 
Haxton, R. H., of the Times, London. 


Advertising. In Encyclopedia Brit- 
tannica, Tenth Edition, Vol. 2s, 


London, 1905. 

Hummel, A. L. 

Medical journal advertising; a man- 
ual for advertisers. Philadelphia: 
Hummel & Parmele, 1892. 92 pp. 

James, Francis Bacon. 

+ Advertising, and other addresses, by 
Francis Bacon James. Cincinnati, 
The Robert Clarke Co., 1907. 136 pp. 

Lanigan, G. T. (Post-Express, Roches- 

ter, N. Y.) 
Advertisement. In Vol. 1, Stod- 
dart’s Encyclopedia Americana; Com- 
panion to the Encyclopedia Britan- 
nica, gth edition. J. M. Stoddart, 
Philadelphia, 1883. 

Lemcke, Johannes, 

Johannes Lemcke (P. Friesenhahn). 
Handbuch der Reklame. 320 pp. 3 
colored pl. Berlin: Brockhaus & 
Co., 1901. 

Logan, J. D., A. M., Ph. D. 
Advertising, Social Evolution and. 
Reprint from the Canadian Maga- 
zine, Feb., 1907. Toronto, Canada, 


1907. 

MacDonald, John Angus. 
Advertising, Successful. 400 pp. The 
Lincoln Publishing Co., Philadelphia, 
1902. 

Mahin, John Lee. 
Advertising, The Commercial Value 
of. Chicago, 1902. 

Merrill, John H. 
Advertisement. In American and 
English Encyclopedia of Law, Vol. 1. 
we Thompson, Northport, L. L., 
1887. 

Moran, Clarence. 
Advertising, The Business of. 192 
pp., 11 illus. Methuen & Co., Lon- 
don, 1905. 

Morison, Francis Richmond, 
Banking Publicity; a manual on the 
art of advertising the business of 
financial institutions; containing 
numerous practical illustrations of ap- 
propriate wording and _ typographical 
aryangement of financial advertise- 
ments and forms of “follow-up” let- 
ters. New York: Moody Publishing 
Co., 1904. 5 p. L, 11-162, 2 p. 

Munsey, Frank A. 
Advertising in some of its phases; 
address before the Sphinx Club, New 
York. Oct. 12, 1898. 

Munzinger, Ludwig. ’ 
Die Entwicklung des Inseratenwesens 
in den deutschen Zeitungen. 90 pp. 
Heidelberg: C. Winter, 1902. 

Nicoll, Donald. 
Publicity; an essay on advertising. 
London, 1878. 

Norman, John 


Mirth, misery, mystery of “want” 
advertisements, Saint Paris, Ohio, 
1900. 28 pp. 

Page, Edward T. 
Advertising; how to plan, prepare, 


write and manage; a course in the 
practical application of successful 
advertising. New York, Chicago, Lon. 
don: The Publicity Publishing Co., 
1903. 255 pp., illus. 

Palmer, V. B. o 
Business-Men’s Almanac for the 
‘Year 1849. New York: Published 
by V. B. Palmer at his Newspaper 
Subscription and Advertising Agency, 
Tribune Building. (Contains sec- 
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tions on Newspaper Press, on Sys- 
tematic Advertising, etc., and B. 
Palmer’s Country Newspaper Sub- 
scription and Advertising Agency, 
with offices in New York, Philadel- 
phia, Boston’ and Baltimore, An in- 
teresting relic.) 

Palmer, Volney B. : 
Rules and Hints for Advertisers, 
1841. 

-Parrott, J. H. 

Advertising, a Little Talk about. 12 
pp. Mifflinville, Pa. 1904. 

Poller, Frans De, . 

De advertente in de nieuwsbladen. 
196 pp. Gent. H. vander Schelden, 
1879. 

Powell, George H. 

Advertiser, Powell’s Practical; a 
practical work for advertising writers 
and business men, with instructions 
in preparing, placing and managing 
anhes Publicity; with over 1,000 
useful advertisements, G. H. Powell, 
N. Y., 1905. 

Powers, John O. 
Advertising. Reprint from Annals 
of the American Academy of Pol. 
and Soc. Science, Nov., 1903. 

Presbrey, Frank, : 
Advertising. In Encyclopedia Amer- 
icana, Edition of 1906, N. Y. 

Reinsch, Max. 

100 Geschafts- und Reklamewagen. 
Fiir die Praxis gezeichnet und her- 


ausgegeben. 20 pp. 100 pl. Ravens- 
burg: O. Maier, 1901. 
Rice E 


Practical Bank Advertising. A cyclo- 
dia of advertising information for 
nancial institutions. Fremont, 
Ohio: Fremont Publishing Company, 
1900. 745 pp. 

Richardson, John. / 
Advertise Real Estate, How to. Clin- 
ton, Iowa, 1907. 

Rowell, George Presbury. |. 

Forty years an advertising agent, 
1865-1905, by George  Presbur 
Rowell. New York: Printers’ In 
Publishing Co., 1906. 517 pp., many 
half-tone portraits. (Originally ap- 
peared in Printers’ Ink for 1905. 

*Sampson, Henry, 4 
History of Advertising from the 
Earliest Times. Illus. by anecdotes, 
curious specimens, and _biographic 
notes. 616 pp. Chatto & Windus, 
London. 1873. 

Seliger, Max. - 
Unsere Arbeit und Kunstarbeit im 
Dienste des Verkehrs. Vortrag von 
Prof, M. Seliger. Leipzig, Verkehrs- 
verein, 40 pp. 1904, cover-title, 

Scott, Walter Dill, Ph. D. | 
The Theory of Advertising. A 
Simple Exposition of Principles of 
Psychology in Relation to Successful 
Advertising. xii, 240 pp. illus. Small, 
Maynard & Co., 1903. 

“Sherman, Sidney A. : 
Advertising in the U. S. of America, 
Reprint. Statistical Association Quar- 
terly Publications, Vol. vi, 1900. | 

Smith, William (of the New Adelphi 
Theater). 

Advertise: How? When? Where? 
London, 1863. 

Stead, William. . 

The Art of Advertising; its theory 
and practice fully described. London, 
1899. 151 pp., illus., port., pl. 


Stump, Charles A and J. Wiison. 
The adwriter’s compendium. Over 
twelve hundred ad headings for dry 
goods, carpets, furniture, clothing, 
etc. Ashtabula, O.: The Advertising 
World Co., 1900, 396 pp. 

Swett, Arthur E,. 
Advertising, A Course in Six Lessons 
in Mail Order, <A. E. Swett, Chi- 
cago. 1908. 

Swett, ‘Arthur E, 


“Advertising Course, Retail. A. E, 
Swett, Chicago. 1907. 

«Thomas, Ambrose L. 
Advertising, American. In Making 


of America, Vol. 1. Chicago, 1906. 

Wagenseller, George W., LL.D. 
Advertising. Theory and Practice of. 
An elementary Course in the art of 
successful advertising. 64 pp. Wagen- 
seller Publishing House, Middle- 
burg, Pa, 1go2. 

Wrenn, Walter S. 

Ad Phrases. W. S. Wrenn, Chi- 
cago, 1902. 

Zur Westen, Walter von. 
Reklamekunst. Von Walter von Zur 
Westen. Mit 161 zum Teil farbigen 
Abbildungen. Bielefeld und Leipzig, 
Velhagen & Klasing, 148 pp., 1903. 


Advertising. _Chambers’s Encyclopedia. 
a and Philadelphia. In 
ol. 1. 

Advertising. Nelson’s Encyclopedia, 


1908. (Note: Nelson’s Encyclopedia 
marks an era in book making—it is 
the first example of the loose-leaf 
principle applied to books, 

Advertising. In American supplement 
to Encyclopedia Britannica. Werner 
Ed. 1907. New York and Akron. 

Advertising Catch Phrases and Ideas. 
One Thousand, and Jed _ Scarbor- 
ough’s _ Philosophy. Advertising 
World, Columbus, Ohio. 

Advertising for the Retail Stationer. 
Baker-Taylor Co., New York. 

Advertising Reference Library. 7 Vols. 
International Correspondence Schools, 
Scranton, Pa. 1905. 

Advertising, Retail. 2 Vols. Interna- 
tional Text-Book Co., Scranton, Pa. 
Vol_1—Ad Construction, Principles 
of Display, Illustrations in News- 
paper Advertisements, Engraving Pro. 
cesses, Aids for Various Businesses, 
Cyclopedia of Retail Ads and Selling 
Points, Printing House Methods, Ad- 
vertising Types and Borders. Vol. 
11—Copy and Proof, Supplementary 
Advertising, Retail Advertising Man- 
agement, Conducting an Advertising 
Office, Department Store Advertising, 
Department Store Advertising Man- 
agement, Ad Illustration, etc. 

Advertising, Retail, Simplified, Adver- 
tising World, Columbus, O. 

Advertising, The Science of: A Manual 
for Advertisers. 66 pp. To-day 
Print. & Pub. Co., Philadelphia, 1874. 

Advertisement, American Encyclopedia, 
D. Appleton, 1873. 

Advertisements connected with literature 
and the arts, Consisting of the ad- 
vertising pages of the Edinburgh Re- 
view, Nos. 167-177, and of others de- 
vgted mostly to publishers’ advertise- 
ments, Edinburgh. 1864-8. 

Advertisement. Se Bouvier’s Law 
Dictionary, Philadelphia, 1887, 
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Advertisements, Century om. 
1881-1893. 9 vols., N. Y.: The Cen- 
tury Co. 

eo OF Ready Made. Geo, P. 
Rowell & C Ms Me 

Handbuch. 

Handbuch des modernen Reklame- 
wesens der  bedeutendsten  Indus- 


trien. Unter Mitwirkung von Fach- 
leuten herausgegeben von Karl Erd- 
mann. Leipzig, K. R. 


1903. 

Hints on the Useful Diffusion of 
Knowledge at no expense to the 
Reader, through the medium of the 
mercantile and trading classes. 19 pp. 
Neill & Co., Edinburgh, 1834. 
lan, A, of the Universal Register 
Office, opposite Cecil street in the 
Strand. London, 1751. 

Publicity. An Essay on Advertising. By 
an adept of 35 years’ experience. 
London: G. S. Brown, 1878. xi, 312 
pp. Frontispiece. 

Publishers’ Advertising Bureau. 

Retail ad writing simplified. By the 
publishers. A simple and comprehen- 
sive course of instruction for the 
preparation of successful advertising. 
Galesburg, Ill., Publishers’ Advertis- 
ing Bureau, 1905. 107 pp. illus., 
plates. 


ADVERTISING AGENTS—SPECIAL 
PUBLICATIONS. 

Bates, Charles Austin. 
Advertisers’ Guide Book. (1884-1896, 
quarterly.) 

Goff, Azro. 
Advertisers’ Hand Book of Ready 
Reference; with universal compen- 
— for Business Men. 2nd ed., 228 

N. Y. 1884. 

Washburn & coats. 
Hints and Helps for Advertisers. 

Ads, Economical and Practical. On the 
Making of Advertisements, etc. Puri- 
tan Book Co., Buffalo, 1902. 

Advertise, How to. Procter & Collier 
Co., Cincinnati, O. 1900. 

Advertiser, The Metlonshs a collection 
of truths, together with certain facts 
and figures not generally known. N, 
Y.: The National Advertising Co., 
1887. 57 pp., 19 illus. 


Pv ae Specialties for. E, N. 
Freshman & Bros., 24 pp. Cincin- 
nati, 187— 

Advertisers, A Guide to: containing 


hints to advertisers, rules for adver- 
tisers, warnings to advertisers and 
classified lists of the London and pro- 
vincial journals, with the character and 
amount of their circulation, ete. By 
an Old Advertiser. 3d ed. London, 
1852. 

Advertising Data Book, 300 pp. The 
Mahin Advertising Co., Chicago, Is- 
sued annually. 

Advertisers, Handbook for, and Guide 
to Advertisers, By an Old Advertiser. 
London: Effingham Wilson. 1854. 

Advertising Department, The Individ- 
ual. The Whitman Co., N. Y. 1901. 

Advertising in 1907-1908, Practical. 
Mather & Crowther, London. 1908. 





ADV mabe te OF 
RTICLES, ETC 
Boston Bion Binding Co, 
Once upon a time, being a few sug- 


SPECIAL 


Vogelsberg, gThe Plot. 


gestions for our mutual welfare on 
the personal side of advertising. Bos- 
ton, Mass., Boston Leather Binding 
Co., 46 p. illus. 1906. 

National Life, The: containing _bio- 
graphical sketches of the Presidents 
of the United States from Washing- 
ton to Grant. Stevens, Bos- 
ton, 1871 (Recto “Medical Advertise- 
ment.) 

A pantomimical entertain- 
ment in one act and _ in_ verse. 
Ascribed to John Kelly. With musick 
prefixed to each song. London: 

. Walls, 1735. 28 pp. Advertising 
Ward’s Pills. 

Witchcraft, The, of the z2oth Century. 
(A "agg magazine advertising 
Sapolio, v. 19, No. 77, Oct. 1903.) 

Benedict, Edward C. 

Wretchedness, The, of living in 
town; or, the hallucinations of a city 
man who ought to know better, By 
one who is it. Profusely illustrated 
by well-known artists. 39 pp. N. 
1900. ‘Thirty-six advertisement pic- 
tures with poetical text. 

Aids to Our Representatives, the Am- 
bassadors of Business. The London 
Needle Co., N. Y., 1903, xxii, 198 
pp. Illus. 

Lyrics of Trade for Christmas and 
New Year’s Holidays. 72 pp. N. 
Y. 1865. 

BUSINESS. 

Bates, Charles Austin. 

Cheer Up—Short. Talks on Getting 
Along. 126 pp., N. Y., 1903, 

Business Technology. 

International Correspondence Schools, 
Scranton, Pa, 

Busy Man’s Library, The. For the 
Business .Man, for the -Advertising 
-Man, for the Professional Corre- 
spondent. The Publicity Publishing 
Co., Chicago, II. 

Castarede, L. de. 

Money-making by adwriting. An in- 
troduction to the science of publici- 
ty. Edited by L. de Castarede. 
London, Neuman and Castarede, 376 
p. illus. 1905. 

Cooper, Francis. 

Financing an Enterprise. 2 vols. The 
Ronald Press, N. Y. 1908. Deals 
also with advertising. 

‘Crewdson, Charles N 
Business, Building. D. Appleton & 
Co., N. Y. Treats of Advertising 
matters. 

Eaton, Seymour. 

How to Do Business as Business is 
Done in great Commercial Centers. 


1896. 
Fowler, Nathaniel Clark, Jr. 
Building Business; an __ illustrated 


manual for aggressive business men. 
Boston Trade Co., 1893. A treatise 
on advertising. 518 pp. Illus. 7 pl. 
Fowler, N. C., Jr. 
Starting in Life. 1908. 
Gamble, William. 
Business, Straight Talks on. 295 p 
Geo. W. Jacobs, Philadelphia, As 
Hatfield, Henry Rand. 
Lectures on Commerce delivered. be- 
fore the College of Commerce and 
Administration of the University of 
Chicago; ed. 
field. Chicago: The University of 
‘Chicago Press, 387 pp. 1904. 
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Lewis, John RB. 
Hints and helps for business-boom- 


ing. New and rev, ed, Boston: J. 

B. Lewis Co., 1899. 128 pp. Illus. 
M.G. M.) ' 

How to Do More Business. G. Pit- 

man. London, 1906. 2 pl. vii-viii, 

184 pp 


American and Business and Account- 
ing Encyclopedia. 4 vols. The Busi- 
ness /Man’s Publishing Co., Detroit. 
Contains matter of value to advertis- 
ers. 

Business Man’s_ Encyclopedia, The. 
The System Co., Chicago. 1905. Con- 
tains matter of interest to adver- 
tisers. 

Business Man’s_ Library. Business 
Man’s Publishing Co., Detroit. 1906. 
Contains chapters of interest to ad- 
vertisers, 

Sparling, E. E. 





Introduction to business ‘organiza- 
tion, 1906. 
ENGRAVING, DRAWING, ILLUS- 


TRATING, ETC, 


Knaufft, Ernest. 
Drawing For Printers. Drawing for 

y Magazines and Newspapers, Letter- 
ing, Engraving, etc. Inland Printer 
Co., Chicago. 

Sheldon, Fred M. 

Colorist, The Practical. The Owl 
Press, Burlington, Vt: 1900. 238 pp. 
Engraving, Its Technics, Usefulness 
and Cost—as concerns Advertisers. 
W. Arthur -Lydiatt, Brooklyn, 1904. 
Engraving, The Yea and Nay of. 
Barnes, Crosby Co., Chicago, 1901. 
Pictorial Annual, The Penrose: The 


Process Year-Book. Ed. by Wm. 
Gamble, 144 pp. A. W. Penrose, 
London, 1906-7. 

JOURNALISM, HISTORY OF 


NEWSPAPERS, ETC, 

Archer, Addison. ; 
Journalism, American. Interviews 
from the Advertiser’s Standpoint 
with prominent American newspaper 
ublishers. Holmes Publishing Co., 
N: Y., 1898.° 

Grant, James, ie 
The Newspaper Press. Its Origin, 
Progress and Present Position. Lon- 
don, 1873. : 

Hudson, Frederic. £ 
Journalism in the United States, 
from 1690 to 1872. Harper’s, N. Y., 


1873. 

Hunt, F. Knight. 
Fourth Estate, The. Contributions to 
the History of Newspapers. London, 


1850. 

North, Samuel Newton Dexter. 
History and Present Condition of the 
Newspaper and Periodical Press of 
the Binited States. (Part of the 
Census Report for 1880.) Washing- 
ton, 1884. (Much interesting details 
on Advertising given in this work.) 

Shuman, Edwin L, 

Practical Journalism. N. Y.: Apple- 
ton’s, 1903. 

Wingate, Chas. F. |. 

Views and Interviews on Journal- 
ism. N. ‘Y.: F. B, Paterson, 1875. 


MAIL-ORDER BUSINESS. 
Flower, Sidney. 

Mail-Order Business, The: a series 
of lessons. 104 pp. Chicago, 1902. 
Moore’s Mail-Order Year Book. W. 
Clement Moore, New Egypt, N. J. 

Annually. 

Sawyer, Samuel. 
Secrets of the Mail-order Trade; a 
practical manual for those embarking 
in_ the business of advertising and 
selling goods by mail. 
Waterville, Me.: 


New York & 
The Sawyer Pub- 


lishing Co., 1900. 180 pp. 
Swett, Arthur E. 

‘Mail-Order Business, Twenty-five 
— in. A. E. Swett, Chicago, 
1908. 


Swett, -Arthur E. 
Mail-Order Business, Principles of 
the. <A. E. Swett, Chicago, 1908. 


MISCELLANEOUS. 

Adams, Joseph H. 

Photography in Advertising. 

Miniature, 1902, N. Y. 
Cody, Sherwin. 

Letter Writing, Success in. Showing 

how to get returns from business 

letters. Chicago, A. C. McClurg, 


1908. 

Clark, C. S. and Bresel, A. 
How to Answer a Want Ad, or How 
to Apply for a Position. 

Hollister Brothers. 
Specimen pages from catalogues and 
booklets designed, engraved and 
printed by -Hollister Brothers. Chi- 
cago: Hollister Brothers, 1902. 82 
pp. Illus. (partly colored). 

Lamborz, B. Leeland Lloyd, 
Soap Brand and Trade Mark Rec- 
ord, The. 180 pp. Chas. T. Berri- 


Photo 


man, N, Y. 
Meissner, Paul, 
Die moderne  Schaufenster-Dekora- 
tions-Kunst der Teppich-Mébelstoff-, 
Gardinen- und Linoleum-Branche. I[I- 


lustrirtes Handbuch zur praktischen 
Anleitung effektvoller Schaufenster- 
Dekorationen. 20 p. 15 il. 12 pl. 


Darmstadt: ‘Deutsche Teppich- und 


Mobelstoff-Zeitung,” 1897. 
Ludwig, L. E. 

Letter Writing, Scientific Business. 
Publicity Publishing Co., Chicago, 


1908. 

Nathan, Paul. 
How to (Make Money in the Printing 
Business, N.‘Y., 1901. (Has a chap- 
ter on Advertising.) 

Phillips, W. B. 
How Department Stores are Carried 


On. 1901. 

Proofs, Correcting. For those using 
rinters’ ink to. stimulate _ trade. 
enry O. Shepard Co., Chicago, 
1901. 


Smith, Adele M. 

Proof-Reading and Punctuation. <A. 
D. Smith, Drexel Institute, Philadel- 
phia, 1902. 

Steinbach & Strache, Dresden. 

Der moderne Merkantil-Lithograph. 
Eine Sammlung’ merkantiler ‘A - 
beiten. 19 colored pl. 
1901. 

Steinberger, W. H. 
Distributor, The Successful. House- 
to-House tele ge _in all its 
Phases, Cincinnati, Ohio, 1900, 


Dresden, 
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«Tuer, Andrew White. 


Old London street cries and_ the 
cries of to-day. 137 p. il. 1 pl. Lon- 
don: Field & Tuer, 1885. 

Uzanne, Octave i. e. Louis Octave. 
L’art dans la décoration extérieure 


des livres en France et a 1’étranger. 

Les couvertures illustrées, les car- 

tonnages d’éditeurs, la reliure d'art, 

ar Octave Uzanne. Paris, Société 

rangaise d’éditions d'art, L. H. 

May, 272 pp., 64 pl., 1898. 
Wetmore, Edmund (Ed.) 


Copyright. From Vol. 9. Cyclopedia 
of Law and Procedure. American 
Law Book Co., N 


Advertising Records, Perfection Sales- 
man Printing and Publishing Co., 
Marshall, Mich. 


Book of Samples. L. A. Wasserman 


Co., New York. 1908. 
— Arts and Crafts’ Year-Book. 
pp. Annual. The —— 
Publiching Co., Hamilton, Ohio. 
Street Fair Manual. Merchants’ Rec- 
ord Co., Chicago, 1906. 


U. S. Experimental Station Office Bul- 
letin 49. . 1898. Advertising an Ex- 
port Station. 

NEWSPAPER ane a DIREC- 


Alden, Edwin, & Bros. 


American Newspaper Catalogue. 1883. 
Ayer’ s, N 
Newspaper Annual, 29th year. Phila- 


delphia, 1908. 
Browne, 


Advertiser's A. B. C. The Standard 


Advertisement and Press Directory. 
1070 PP. Maps. London. Annually. 
‘Coggeshall’s. 
Newspaper Record. List of News- 
apers in U, .S., *Canada and Great 
ritain. Philadelphia, 1856. 
oom, C.. Aw Co.’s. 
United States Newspaper Directory. 


Chicago, 1870. 

Dauchy & Co.’s. 

Newspaper Catalogue. A List of the 

newspapers and periodicals published 

in States and territories and Canada. 
Y., 1896-1905. 

Desbarats’. 
Newspaper 
treal, Can. 

Evans’. 
Advertising Hand Book: a list of the 
most desirable advertising mediums 
in the United States, including the 


Directory, 1905. Mon- 


leading religious, agricultural, and 
literary publications, together with 
valuable suggestions to advertisers. 
Boston, 1871. 

Freshman, E. N. & Bros, 

Advertisers’ Manual, containing sel- 
ected lists of first-class advertising 
mediums. — 1878. 

Fullers’ (Chas. H.). 
Advertisers’ Rites of leading 
newspapers and magazines. Chicago, 
1903-1905-6. 3 vols. 

Goodrich and Hull’s. 
Advertiser’s Information Book, ar- 
ranged geographically, with the cir- 
culations and general information of 
all the best daily, weekly and month- 
ly newspapers, magazines and peri- 
odicals of U. S. No date. 

Heimerdinger, 5 
Handbook for Business Men Who 
Advertise. 1897. 


Hubbard's. 
Newspaper and Bank Directory of 
the World. Contains a list of 33,000 
newspapers and 15,000 banks. 2 vols. 
J. P. Hubbard, New Haven, Conn. 
og Now very unique and_interest- 


alias, A. N. 


List embracing 1,310 country news- 


papers of the better class, Chicago, 
1884. 

Kenny’s. 
American Newspaper . Directory, and 


Record of the Press. Containing an 
accurate list of all the Newspapers, 
Magazines, Reviews, Periodicals, etc., 
in the U.S. and British Provinces of 
North America. Also, a concise gen- 
eral view of the Origin, Rise and 
Progress of Newspapers. Compiled b 
Daniel J. Kenny. N. Y.: Watson & 
Co., 102 Nassau st., 1861. 


King’s. 
Journal and Buyers’ Guide for the 
convenience of Publishers, Advertis- 
ers, Newspaper Men, etc, New York, 
1891. 
Lay and Brothers’. 
Newspaper Record. Philadelphia, 
1856. ‘‘The earliest list of news- 
papers. No fuller list was compiled 
until that undertaken by George P. 
Rowell & Co., in 1870”—From Cata- 
logue of The Typothetae of the City 
of New York. (See Kenny’s.) 
Lee’s. 
Directory of Newspapers and Period- 
icals issued in Every Language in 
the U. S. and Canada. Chicago. 
Lord & Thomas. 


Our handy lists for shrewd adver- 
tisers; a complete catalogue of news- 
papers in the United States and Can- 
ada which inserts advertisements. 
Chicago, 1886. 

Lord & Thomas’. 
Pocket Directory of the American 
Press. Annually since 1885. Chi- 
cago. 


McKim & Co.’s. 
Canadian Newspaper Directory, 1905. 
Montreal, Canada. 

Mitchell’s, 
Newspaper Press Directory and Ad- 
vertisers’ Guide. Twenty-sixth an- 
nual issue, London, 1871. 

Morse’s, L. D 


Advertiser’s Handy Guide. New 
York. 

Pettingill, S. M. & Co.’s. 
Advertiser’s Sandbook. N. Viv 208s. 


Printers’ Ink Publishing Co. 
Rowell’s American Newspaper  Di- 
rectory, N. Y., 1869. Annually, ete. 

Remington Bros.’ 
Newspaper Manual; 
Newspapers of U. S. 
Pittsburg, 1893. 

Rowell, George Presbury. 
Men Who Advertise: with American 
Rate Book, and American News- 
paper Directory. N. Y., 1870. Gives 
an account of successful Advertise- 
ments. 

Rowell, George P. 
Centennial Newspaper Exhibit, Phila- 
— 1876. xvi, 298 pp. N. Y., 


a Catalogue of 
and Canada, 


Aaparianin Newspaper Daca = An 
oh by 6,000 newspaper 
editors. G. P. Rowell, N. Y., 1880, 
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American Newspape a G. P. 


Rowell & Co., N. Y., 1870. 

Newspaper Advertising, Ni. Ys: GP. 
Rowell & Co., 1880. 

Newspapers Worth Counting. (The 
Star Galaxy, The Gold Mark Papers, 
The Roll of Honor, etc.) Printers’ 
Ink Publishing Co., N. Y.y 1906. 

Printers’ Ink Year Book, N. Y., 1894. 

Selected List of local newspapers. G. 
P. Rowell & Co., N. Y., 1877. 

Steiger, E. 

Periodical Literature of the United 
States, NN. ¥., 1673. 

Thompson’s. 

Blue Book on Advertising, N. Y. 
1901-1907. 

Thompson’s, 
ped Book, N. Y., 1889. 

Sell’ 


Tietlenery of the World’s Press. 

London, 1881. 
Watkin’s. 

Advertising Gazette. 

pect, Ohio, 1890. 
Willing’s. 

British and Irish Press Guide and 

Advertisers’ Directory. London, 


Annual, Pros- 


1897. 

Zingg, Charles J. 

Class and trade papers, omitting re- 
ligious and agricultural papers and 
those printed in foreign languages, 
considered from the advertisers’ 
standpoint. A list compiled by the 
editor of Printers’ Ink, November, 
1902. New York:.G. P. Rowell & 
Co., 1902. 47 p. Published anony- 
mously. 

Advertisers’ Guide to Publicity, The 
Second Edition. Birmingham, Eng., 
1887. 

Atlantle Coast List of local country 
weeklies. N. Y., 1876. 

Golden Dozen, The. ‘Some facts and 
figures compiled from the American 
Newspaper Directory of 1901, con- 
cerning notable Newspapers in the 

S. Evening Wisconsin Co., Mil- 
waukee. 

Leading Newspaper considered from the 
Advertiser’s point of view. Compiled 
and edited by P. F. 1902. 

National Newspaper Directory and 
Gazette. Annual. Boston, 19009. 
Newspaper, Press Directory and Ad- 
vertisers’ Guide. London. 44th an- 

nual issue, 1889. 

Newspaper Press oe the United States 

and Canada. N. Y., 1886. 


MAILS, POSTAL INFORMATION. 


Mailing Guide and Postal Regulations, 
Pocket. By W. E. Springer, Secre- 
tary National Association of Post- 
masters. Bookkeeper: Publishing Co., 
Detroit, 1899. 

Haynes, W. Knox, 

Postal Laws: Relating to Frauds, 
Lotteries, Improper Literature and 
Fraud Orders. Chicago, 1908. 

Thomas, John L. : : 
Lotteries, Frauds and Obscenity in 
the Mails. E. W. Stephens, Colum- 
bus, Mo., 1900. 


POSTERS, BILLBOARDS, ETC. 


Alexandre (Arsené), Spielman (M. 
H.) and others. 


Poster, The Modern. N. Y., 1895. 
r. issue.) 

Bauwens, M. and others. 

Les affiches étrangéres _ illustrées, 
Paris, Boudet, 1897. 

Bolton, Charles Knowles. 

A. descriptive catalogue of posters, 
chiefly American, in the collection of 
Charles Knowles Bolton, with biblio- 
graphical notes, and a_ bibliography, 
May, 1895, Brookline, Massachusetts. 
Boston: W. B. Jones, 1895. 16 p. 
Bibliography of artistic posters, p. 
15-16. 

Reign of the poster; being 
comments and _ criticisms. 13 6p. 
Illus. Boston, 1895. 

Bouchot, Henri. 

L’art dans la décoration du diplome. 
Paris: Henri Laurens. 

Ducompex, E. A. 

Farbige Alphabete und Phantasie- 
schriften in allen Stylarten. Berlin, 
1890. 

Fahrenwaldt, C. 

Moderne kiinstler-schriften zur an- 
wendung bei plakaten, illustrationen, 
diplomen, etc. Zusammengestellt und 
lithographiert von C. Fahrenwaldt. 
Leipzig: R. Bauer, 1901. 

Fustier, Gustave. 

La littérerature murale, essai sur les 
affiches littéraires in France, 1884. 

Hasluck, P. N. (Editor). 

Signs, Tickets -and Posters, How to 
Write: with numerous’ engravings 
and diagrams. 160 pp. Cassell & Co., 
London, 1896. 

Hiatt, Charles. * 

Picture posters; a short history of 
the illustrated placard, with many re- 
productions of the most artistic ex- 
amples in all countries. London: 
George Bell and Sons. N. Y.: Mac- 
Millan & Co., 1895. xvi, 367 pp. 
Illus. Plates, 

Maillard, Léon. 

Les menus and _ programmes illus 
trés; invitations, billets de faire part, 
cartes d’addresse, petites estampes, 
du XVII, siécle jusqu a nos jours, 
Paris, 1898. pl. 

Maindron, Ernest. 

Les affiches illustrées; ouvrage ornée 
de 20 chromolithographies par Jules 
Chéret. Paris, 1886. Les affiches il- 
lustrées, 1886-95. Paris, 1896. Les 
programmes illustrés des theatres et 
des _ cafés-concerts, menus, cartes 
d’invitation, petites estampes, etc. 
Paris, 1897, lv. pl. 

Maindron, Ernest. 

Les affiches  illustrées 1886- -1895; 
Ouvrage ornée de 64 lithographies’en 
couleur et de cent deux reproduc- 
tions en noir et en couleur d’aprés 
les_ affiches des meilleurs artistes. 
Paris: G. Boudet, 1896. Continued 
as: Les affiches étrangéres illustrées; 
par M. Bauwens, Paris: G. Boudet, 
1897. 

Mucha. 

Documents décoratifs; panneux dé- 
coratifs. Paris, Lévy, n.d 

Petzendorfer, Ludwig. 
Schriften Atlas. 
Hoffmann. 1889. 

Pollard, Percival. 
Posters in miniature: with an intro- 
ducticn by Edward Penfield. 5 p. por. 
pl. N. Y., 1896, 
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Richardson & DeLong aos. 
DeLong Hook and ye Posters. 
Richardson & DeLong Publishing Co. 

Rogers, W. 
A Book of the Poster. Illustrated 
with examples of the work of the 
principal poster artists of the world. 
146 p. 57 pl. 13 colored, 1 por. Lon- 
don: Greening & Co., 1901. 

Sponsal, L. 


w 


Plakat, Das ‘Modern. vii, 316 pp. 54 : 


~ ic Kuhlmann, Dresden, 1897. 
Billposters’ Catalogue of an_ Exhibi- 
tion. Grolier Club, N. Y., 1890. 


12pp. 

Graphische Neuheiten; Karten, Vig- 
netten, Umrahmungen, Buchschmuck, 
Etiketten, Monogramme, _Initialen, 
Zierleisten, Kalender, Plakate. Serie 
I-II. Friedr, Wolfrum & Co. Vienna 
& Leipzig. 

Gunning System ys. City of Chicago; 
bill for in ge, Billboard case, 
facts and Chicago. 

Lancaster (Mass.) Town Library. Ex- 
hibition of ree Posters, Sept. 
1-12, 1896. a o. 1896. A pri- 
vate eaeaiin of 350 posters loaned 
by its collector, H. Deforest Smith, 
of Rockland, Me. 

Librairie, La; l’édition musicale, la 
presse, la reliure, l’affiche, a l’ex- 
position Universelle de 1900. Paris 


Cercle a la Libraire; 1900. 100 pp. 
196 illus. 16 portraits, etc. 
Modern Poster, The. N. Y.: Charles 


Scribner’s Sons, 1895. 14-117 p. illus. 
plate. Contents: French posters and 
book covers by Arsene Alexandre. 
Posters and poster designing in Eng- 
land by M. H. Spielmann. Italian 
posters and music book covers by A. 
F. Jaccaci. American posters, past 
and present, by H. C. Brunner. 

Moderne Schrift, Die. Kanter und 
Mohr, Berlin, n. d., 54 pl. in 2 
vols. Vol. 1 by F. A. Becker, vol. 
2 by F. Schweimanns. 

Posters in miniature. with an _ intro- 
duction by Edward Penfield. New 
York: R. H. Russell & Son, 1896. 
Plates. 

Posters, Picture: a short History of the 
illustrated placards, with many re- 
productions of the most artistic ex- 
amples in all countries. xvi, 368 pp., 
illus. London: G. Bell & Son, 1895. 

Rhead, Louis ] 

A collection of seventeen photo- 
graphs of posters designed by Louis 
P. Rhead. With a portrait of. the 
artist. (Compiled by Andrew B. 
Bogart.) 17 pl. New York: A. B, 
Bogart, 1896. 

Schenk, L. Ch. ; 
Modern Decorative Art. A collection 
of original industrial art drawings 
(and posters), for designers and_art- 
ists. Part 1. 28 pl. New York, 


1890. 

International Correspondence Schools. 
A_ text-book on lettering and sign 
painting. Elements of lettering, let- 
tering and sign painting, the forma- 
tion of letters. Scranton: Interna- 
tional Text-book Company, 1902. 246 
pp., illus. 

Quadrangle Club, The. Catalogue of 
an exhibition of American, French, 
English, Dutch and Japanese posters 
from the collection of Ned Arden 
Flood, Chicago, 1897. 
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RATE BOOKS. 

Advertisers’ Reporter, The. Financial 
credit or conditional rating of all 
the principal advertisers in the Uni- 
ted States and Canada, and directory 
of advertising agents. Chicago, 1888. 

Chesman, Nelson & Co.’s Newspaper 
Rate Book. St. Louis, 1901. 

How to Get the Most for the Money. 
Advertising Rates for United States 
and Canada. 256 pp. N. Y.: G P. 
Rowell, 1889. 

— Newspaper Rate-Book, N. Y., 
1884. 

Rates, Current, of Live Publications; 
giving in compact form the card 
rates of daily papers, weekly papers, 
monthly and semi-monthly publica- 
tions. 141 pp. Fulford, Painter & 
Forbey, 1901. 


—eameaeenenes” IP, SALES PLANS, 


Allen, James. 

As a Man Thinketh; chapters on 
Salesmanship and Promotion of Ad- 
vertising. The Science Press, Chi- 
cago, 1908. 

Bird, Thomas Alexander. 

Sales Plans; a collection of three 
hundred and thirty-three successful 
ways of getting business, including a 
great variety of practical plans that 
have been used by retail merchants 
to advertise and sell goods. Chicago: 
The Merchants’ Record Company, 
1906. 282 pp., illus. 

Corbion, Wilham Amelius. 
Salesmanship, The Principles of. De- 
partment and System, A_ text-book 
for Department Store Use. 380 pp. 
. W.. Jacobs, Philadelphia, 1907. 
(The author was formerly’ with 
Wanamaker’s). 

Moody, Walter D. 

Men Who Sell Things. 295 pp. A 
C. McClurg, Chicago, 1908. 

Pierce, Carl Horton. 

Salesmanship, Scientific. vi, 208 pp. 
Holden & Motley, N. Y., 1900. 

Russell, Edgar A, 

Salesmanship, Ethics and Principles 
of. The Graphic Co., New York. 


1908. 

Sheldon, A. F. 

Salesmanship, The Science of, and 
its relation to the Advertising De- 
partment. Address delivered before 
the Atlas Club, Chicago, Nov. 10, 
1903. Chicago, 1903. 

Financial Success, The Law of. Fidu- 
ciary Press, Chicago. 1908. Deals 
with personal development of _busi- 
ness faculties, etc. 


SIGNS—SIGNBOARDS, SIGN WRI- 
TING, LETTERING, ETC. 

Badenoch, James G. 
Art of Letter Painting Made Easy. 
London, 1881. (Weale’s rudiment- 
ary series). 

Blavignac, J. D. 
Histoire des enseignes d’hotellires, 
d’auberges et de cabarets. Geneva, 
1879. 546 pp. 

Brown, Frank Chouteau. 
Letters and Lettering; a treatise with 
200 examples by Frank Choutean 


Brown. Boston: Bates & Guild Com 
pany, 1902. xvlii p., 411., 214 J., 
illus : 







































Butterworth, Charles F. ae 
Sign and Show Card Writing. <A 
series of ‘lessons. Chicago: Dry 


Goods Reporter Co., 1899. 64 pp. 


Illus, 

Callingham, James. 
Sign Writing and Glass Embossing; 
a complete, practical, illustrated 
manual of the art. A new ed., to 
which is added the art of letter 
painting made easy, by J. G. Baden- 
och. Philadelphia, 1900. 258 pp., 
illus., pl. 

Chase, "B. F. Co. 
High Art Sign Makers; World’s Co- 
lumbian Exposition souvenir. 1893. 

Davidson, Ellis A. 
A Practical Manual of House-Paint- 
ing, Graining, Marbling, and Siga- 
writing. 5th ed. London, 1888. 

Erhart, J. 
Der Schaufenster-Dekorateur. Frank- 
furt A M., 1895. 

Fournier, Edouard. 
Histoire des enseignes de Paris. 
Paris, 1884. 

Grand- Carteret, John. 
L’enseigne; son historie, sa philoso- 
phie, ses particularités. 1902. Libr. 
Dauphinoise. Grenoble. 

Hasluck, Paul Nooncree (ed.) 
Glass Writing, Embossing and Fascia 
Work (including the making and fix- 
ing of wood letters and illuminated 
signs). with numerous engravings and 


diagrams. London and New York: 
Cassell and Co., 1906. 160 p., illus. 
(“Work” handbooks). 


Hasluck, Paul Nooncree. 
How to Write Signs, Tickets and 
Posters, with numerous engravings 
and diagrams, ed. by Paul N. Has- 
luck. London and Ncw York: Cassell 
. Co., 1903. 160 p. illus. 21st thou- 


and. 
«Hindley, Charles (ed.) 
Tavern Anecdotes and Sayings, in- 
cluding the origin of signs. 1881. 
Hunn, 
Die Praxis des  Firmenschreibers. 
Vorlagen fiir Druck-, Cursivund 
Zierschriften in allen Stylarten, 
Biespiele fir Darstellung derselben 
in Text und Schildern, Embleme, 
Kartuschen, Bander und Wappen mit 
erlauterndem Text iiber Form, Ein- 
theilung, Verhaltnisse und Arrange- 
ment der Schriften. Zum _praktischen 
Gebrauch fiir Schildermaler, Schrif- 
ten-Fabrikanten, Kalligraphen, _ etc. 


Vierte vermehrte Auflage. Nebst 
einem Anhang: Moderne Plakat- 
Schriften. 2 vol. pl. colored pl. 
Berlin: M. Spielmeyer, 1899. 


Hunn, C. 
The Practical Sign Painter; designs 
of Roman and fancy letters of all 
styles. New York, 189— 
n‘ernational Correspondence Schools. 
A text-book on show-card writing. 
Show-card writing, show-card design 
and ornament, letter formation. 
Scranton: International Text-book 
Veet, 1903, illus., plates partly 
col.) 
Larwood, Jacob (L. R. Sadler) and 
Holten, John C. 
Signboards, History of, from the 
earliest times to the present. 100 
illus. London, 1866. 
Moderne Schriften. 
Moccirne Schriften und Alphabete, 


= 
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Entworfen und ausgefihrt (in der 
K. Kunstgewerbeschule zu _ Leipzig) 
unter Leitung von Prof. Paul Nau- 
mann, Prof M. Honegger. u. A. 15 
pl. 14 colored. Berlin: M. Spiel- 
meyer, 1897-1900. 

Mulier, E 
Lettres et enseignes: art nouveau, 
par E. Mulier. Dourdan, C. Juliot, 
190— 10 p., 28 col, pl. 

Norman, Philip. 

London Signs and Inscriptions, with 
an introduction by H. B. Wheatley. 
20—237 p. il 1 pl. O. London, 1893. 
(Camden Library). 

—— —— 20—237 p. il. 1 pl. O. 
London, 1897. (Antiquary’s Lakers}. 

Price, Frederick Hilton. 

The Signs of Old Lombard Street; 
with illustrations by James West. 
London, 1887. 

Price, Frederick Geo. H. 

Signs of Old Lombard Street, with 
illustrations. London, 1902. 207 
pp. Revised ed. 

Steeley, Frank. 

Lettering for schools and_ colleges, 
for the office and workshop. Con- 
taining 42 complete alphabets, with 
sets of numerals, including initials, 
monograms, etc. signed and com- 
piled by Frank Steeley. London: G. 
W. Bacon &-Co., 1902. 

Strange, Edward F. 

Alphabets—A* Handbook of Letter- 
ing. Geo. Bell, London, 

Strong, Charles Jay. 

The Art of Show Card Writing; a 
modern treatise on show card wri- 
ting, designed as an educator in all 
branches of the art. With two hun- 
dred and fifty-six illustrations and 
thirty-two lettering plates, comprising 
all the standard ancient and modern 
styles. Detroit: The Detroit School 
of Lettering, 1907. 2 p. L, 7-209 p. 
illus, 

"Sadler, L. R. and Hotten, John T. 
The History of Signboards, from the 
earliest times to the present day. 
London, 1866. 

Sutherland, W. and Sutherland, W. G. 
The Sign Writer and Glass Emboss- 
er. London, 1898. 62 p., illus., pl. 

Advertiser, The American; designed 
for the cards and advertising of mer- 
chants and manufacturing establish- 
ments, od ed. N. Y.: Pratt, Lewis 
& Co., 185 

Card- i al ‘Cen The. Merchants’ 
Record Co., Chicago, 1906. 

Some Illustrations of Olde London as 
Quaintly Illustrated. Advertisements, 
Shope Signs, and Curious Old Houses 
of the XVIII Century. London, 
1894. Privately printed for F. Cor- 
man. 


SHOW WINDOWS—WINDOW 


DRESSING. 
Apel, Hermann. 
Moderne farbige Reclame-Schriften 
Arrangements. Unter _ besonderer 


Beriicksichtigung d. _Farbenstimmung 
entworfen und theils in der Praxis aus- 
gefihrt im Atelier fir Decorations- 
malerei von Hermann Apel, Kons- 
tanz. 55 Tafeln. Berlin: M Spiel- 
meyer. 55 col. pl., 1904. 
Bauer, Alfred Gay. 
The Art of Window Dressing for 
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Grocers; designed and prepared by A. 
G. Bauer, manager of the Advertising 


Department of Sprague, Warner 
‘Company, Chicago, 1902. Advertis- 
ing matter interspersed. 132 pp. illus, 
Daly, J. 
Window ” Dressing, 1899. 
Fraser, A. V. and others. 
Window Dressing from A to Z. 
Chicago, 1901. 157 p., illus, 


Henderson’s Sign Painter; a compila- 
tion of the very best creations from 
the very best artists in their special- 
ties, embracing all the standard al- 
phabets; also all the modern and 
fashionable styles of the times. New- 
ark, N. J.: R. Henderson, 1906. 

Koester, Albert A. 

The Koester System of Draping; a 
comprehensive self instructor in the 
art of draping dress goods, showing 
the most approved methods of ar- 
ranging fabrics for commercial dis- 


play, by Albert A Koester, Chicago: 

The Merchants’ Record Co., 1906. 
Scranton, Pa., International Corre- 

spondence Schools, Commercial dec- 

oration. 4v. il, pl. Scranton, 1903-5. 

(In its International library of Tech- 

nology. 1903-5. v. 63-66). 

v. 63 Backgrounds. 

v. 64 Dress goods, white goods, 


clothing. 

v. 65 Men and women’s furnishings; 
house furnishings. 

v. 67 Miscellaneous merchandise dec- 
orations; collection of artistic 
displays; illumination and mo- 


tion in displays; fixtures and 
useful information; window 
decorations. 
Schwenzer, Max. 
Plakatschrift, in einigen Stunden 


erlernbar zum Selbst-Anfertigen von 
Schildern jeder Art fir Fenster- 
Dekorationen, Auszeichnungen, etc. 
Herausgegeben von Max Schwenzer. 
—* a. Rhein, M, Schwenzer, 
19 
Seam Charles A. and Wilson J. 
he adwriter’s compendium. Over 
twelve hundred ad headings for dry 


goods, carpets, furniture, clothing, 
millinery, groceries, shoes, jewelry, 
china. Ashtabula, O.: The Advertis- 
ing World Company, 1900. 396 pp. 


Thompson, William Alexander. 
Modern Show-Card Lettering, Designs 
and Advertising Phases; a practical 
treatise on up-to-date pen and brush 
lettering, giving instruction respect- 
ing many styles of alphabets, shad- 
ing, spacing, figures and show-card 
designing.» Rev. ed. Pontiac, Mich.: 
W. A. Thompson, 1906. 112 p. illus. 

Tracy, Charles A. 

The Art of Decorating Show Win- 
dows and Interiors; a complete 
manual of window trimming, designed 
as an educator in all the details of 
the art, according to the best accept- 
ed methods. 3d ed. Chicago: The 
Merchants’ Record Company, c. 1906. 
403, 7 p., illus. 

Practical Window Dressing for Shoe 
Stores; a series of prize articles, 
New York, 1896. pl. 

Show Windows and Interiors; Art of 
Decorating. 3d ed. 400 pp. 60 ill. 
ew Record Co.,. Chicago. 

1906. 





SPECIAL DIRECTORIES. 

American Advertising Directory, The, 
for manufacturers and dealers in 
American goods, for the year 1831. 
New York: rn 
1831. iv Pp. I I, 395, 

Iron Age Dieieny: a nation index 
of goods manufactured by advertisers 
in the Iron Age. New York: 
Williams Co., 1902-07. 

Business Facts for Advertisers; a col- 
lection of dates on Press and Out- 
door Publicity, useful to all interest 
ed or engaged in the business of Ad- 


vertising. S. H. Brown, 1906, Lon- 
don, 

Director of Daily Newspapers of 
United States and Canada, represent- 
ed in N. Y. of the Daily News- 
papers Advertising Representatives’ 
Association of New York. 28 pp. 
1902. 

MeKittrick Index. McKittrick’s Ad- 
vertising Directory, 1908. N. Y., 


108 Fulton st, 


TYPE—TYPOGR 


APHY. 
Carnell, Ambrose S. 
Concerning Type. 64 pp. <A. S. Car- 


nell, N. Y. 1906. 

French, George. 

Printing in Relation to Graphic Art, 
118 pp. Profitable Advertising, Bos- 
ton. 

De .Vinne, Theodore. 
Typography, The 
Treatise on 
making, the 


Practice of. A 
the Processes of Type- 
Point System, the 


Names, Sizes, Styles and Prices of 
Plain Printing Types. The Century 
Co., 1902 


Pe Bo Manual of Typography, The. 
Treating of commercial and advertis- 
ing typography, the preliminary 
sketch, spacing, ornamentation, type- 
faces, appropriateness, booklets, 
novels, pamphlets, programmes, dis- 
play cards, paper, etc. 180 pp. 300 
reproductions in colors. Oswald Pub- 
lishing Company, N. Y. 


Printer’s Vade Mecum, The. For use 
of Advertising Agents. H. O. Shep- 
ard Co., Chicago. < 

Printing, Vest-Pocket Manual of. 


(From a of copy to putting 


to press. Much useful matter for 
advertisers.) H. O. Shepard Co., 
Chicago. 

Typography, Press Work. Geo. H. 
Ellis Co., Boston. 








PRICE CUTTING. 

Making a cut in price to secure a 
customer is a grievous mistake, as it is 
impossible to get the right price again, 
and the customer is never satisfied, as 
he always feels that he is getting an 
inferior article. How can you expect 
a customer to have faith in your goods 
if you have no faith in them yourself? 
'Make as good goods as you can, get 
them where you feel they are~ right, 
and then have backbone enough to de- 
mand a fair price for them. It is 
self-evident; and an admission on your 
part, that your goods are not up to 
the standard when you cut the estab- 
lished 
elper. 


<a & Co.,: 


price.—W, H. Keig in Baker's. 
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WHO’S WHO AND WHERE- 
FORE. 





HERMAN RIDDER—THE “STAATS- 
ZEITUNG” OF NEW YORK CITY. 





Among leading journalists in 
New York City there is an effort 
to assert themselves in other oc- 
cupations. than printing newspa- 
pers. Through the list of all the 
editors and newspaper owners 
there appears a divided faith and 
interest, but in Herman Ridder, 
of ‘the Staats-Zeitung, there is a 
journalist that stands alone. 

In the old days there was Os- 
wald Ottendorffer, who fled out 
of Germany in the troubles of 
1848, at the time when Carl 
Schurz and scores of others came 
to.'the land of the free, before a 
man named Wachorn_ escaped 
from the tyranny of Europe to 
set up a worse one under the 
egis of the American Eagle. 
It is only a casual comment, but 
if Wachorn had been guardian 
of immigration under such laws 
as now exist Carl Schurz and 
Oswald Ottendorffer would have 
been depofted and America would 
have lost the services of two of 
its most useful citizens. Nor 
could Franz Seigel, nor General 
Brimmerhoff ever have entered 
the country. For obvious reasons 
the German patriots were jour- 
nalists for the most part, because 
it was the only warfare they 
could wage against tyranny, They 
had no fleets nor armies at 
command, but they had burning 
words enlisted in the cause of 
liberty, and they sought their 


. first and easiest expression in 


newspapers, and so many of them 
became newspaper writers, and 
by natural consequences journal- 
ists and owners of newspapers. 
It is not strange that they ad- 
dressed in their native tongue the 
large body of German people in 
America. Nor is it altogether 
strange that as journalists they 
have continued to do so. This 
is a cosmopolitan people, with a 
great tendency to the English 
speech, but the laws that govern 
that movement are by no means 
absolute. Nor are there any laws 


that are assertive that look to- 
ward the elimination of papers 
published in foreign languages. 

Among the first and best of 
these is the Staats-Zeitung of 
New York, printing morning, 
evening and weekly editions, and 
holding its own peculiarly and 
distinctively upon the _ best 
grounds of journalistic merit in 
face of all rivalry. It was this 
paper that Oswald Ottendorffer 
edited after it had been founded 
by Herman Uhl, and maintained 
until his death, and that Herman 
Ridder now conducts. 

The principles of the Staats- 
Zeitung are not avowed in words, 
but they are declared in its daily 
policy, from which almost any 





UNDISPUTED. 


It is not disputed 
that Tue _ Recorp- 
Herartp has a larger 
net sold circulation 
than any other two- 
cent paper in the 
United States, morn- 
ing or evening, and 
it is the only morn- 
ing paper in Chicago 
which freely gives 
information about 
its circulation. 

















Lincoln Freie Presse 
GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
oo aed printed in Bi. .. German language on 
is 


Circulation 149,281 
RATE 35 CENTS, 
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newspaper can gather the lesson 
of decency, truthfulness and dig- 
nity. 

Of course, during Oswald Ot- 
tendorffer's life the paper was his 


individual expression. It was 
the last period of individual 
journalism.. There are really 


great journalists to-day, just as 
there was a generation ago. But 
their personality is much masked 
by the commercial quality which 
has thrown the business man into 
the limelight. There is J. C. 
Reick, “Massa” Colonel Watter- 
son and Thomas Rapier of New 
Orleans, who still run and edit 
newspapers, any one of whom could 
be measured up with the Ray- 
monds, the Bennetts, the Greeleys, 
the Danas, the Storeys and the 
Medills of a past generation, ex- 
cept for this reason —the busi- 
ness end of the paper does not 
permit them to be seen; and in 
this list is Herman Ridder. 

After all Herman Ridder can- 
not claim exact relation with 
those expatriates from Germany 
like Carl Schurz, because he was 
born in this country. Still his 
school of thought, and the qual- 
ity of education he had entitled 
him to belong to that body. So 
he has continued a_ Teutonic 
journalist, following the  tradi- 
tions of Mr. Ottendorffer, ad- 
dressing daily in the German 
tongue a clientele of readers who 
speak or even think as fluently in 
the English as he does himself, 
but doing it always as wisely, as 
conservatively and as liberally as 
the best critical magazine pub- 
lished in America, whatsoever its 
period. 

His history is rather excep- 
tional for a boy born in New 


York City. For it is a fact that 
New York birth furnishes but 
few citizens of eminent life. 


There isn't, perhaps, an eminent 
pulpit orator nor a great banker, 
a promoter nor a captain of .in- 
dustry nor a lawyer in the front 
rank, nor a great doctor in all 
of our city that was born in it. 
Merchants, yes. and famous 
policemen, and big politicians, but 
they are local. So in other re- 
spects Herman Ridder stands 
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alone. He took up business 
early, an errand boy at cleven— 
an insurance agent until twenty— 
always enterprising. In 1878 he 
established the Katholiches Volks- 


blatt and the Catholic News in 
1885. In 1891 he became con- 
nected with the  Staats-Zci- 


tung, which continued absolutely 
under Mr. Ottendorffer's direction 
until his death in 1900. The paper 


has always been independent 
Democratic in politics. One may 
feel certain that whatever side 
and whosever cause it espouses 


the best of reasons exist for its 





HERMAN RIDDER. 


faith, How very few papers 
could claim as much. 

In the meantime, apart from 
politics he has kept his paper 


fully abreast with the times. As 
an advertising medium it carries 
a large body of wants and four- 
line ambitions, and has a limited 
clientele of department stores 
publicity. It is a family paper 
now. Mr. Ridder married a 
sister of Justice Edward B. 
Amend, of the Supreme Bench 
of New York State, two of whose 
brothers are counsel for the 
Staats-Zeitung, His own three 














sons are vice-president, secretary, 
and treasurer respectively of the 
corporation, but Herman_ himself 
is master in this community. 

He is a serious-minded man, a 
director and the treasurer of the 
Associated Press, president of the 
American Newspaper Publishers’ 
Association, a member of numer- 
ous clubs, and especially of those 
which have little or no frivolity. 
He is an active and useful mem- 
ber of such organizations as the 


Charity Organization Society, 
and particularly of those chari- 
ties which put a check upon 


mendicancy and spell their pur- 
pose with a big R when they ap- 
ply the word reform to their 
aims. Altogether Herman Rid- 
der is a valuable member of the 
community in which he lives, and 
is the real earnest and_ serious 
journalist of New York, believing 
in his profession and keeping it 
always clean. 





sy ane 
BUTTON, BUTTON. WHO’S 
GOT THE BUTTON? 

When a man’s head goes wrong 
it's mighty hard to predict just 
how he will decide to advertise 
that fact to his loving friends. 
Sometimes he contents himself 
with rising smilingly from the 
dinner table and carving his 
mother-in-law instead of the tur- 


key. Sometimes, he sizes himself 
up as he really is, gets a good, 
fair, unbiased view of himself, 


and is so excited by the prospect 
that he kills the cook, sets fire to 
the house, throws away _ his 
clothes and jumps off the dock, 
having previously administered 
arsenic and a thirty-eight caliber 
revolver with the other hand. 


DO YOU KNOW THAT J.A. MITCHELL, 
THE EDITOR OF LIFE,SAYS THAT IF 
YOU USED INSECT POWDER IN YOUR 
ROOMS YOU WOULD NT HAVE’EM 

CRAWLING AROUND ON YOUR COAT? 


IF YOU GOT THAT IN THE MAIL WHAT 
WOULD YOU THINK THEY WERE TRYING 
TO DO TO YoU? 

The advertising world has been 
invaded during the last twelve 
months by a gentleman of pleas- 
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The Des Moines Register 
and Leader has regular paid 
subscribers in 1037 of the 
1151 lowa cities and towns 
which have a population of 
100 or over. 


All Iowa is covered in a 
comprehensive manner, 
daily and Sunday, by The 
Register and Leader. It is 
the only newspaper having 
a State-wide circulation in 
lowa. 





Sworn Average Circulation, 
Net Paid: 
1907, 30,473 copies 
Marcu 


1908, 32,100 copies 

















antly unbalanced intellect, who, so 
far, has been able to maintain a 
successful incognito. When the 
wheels in his head began to an- 
noy him he apparently decided to 
run amuck among the advertisers 
as a light recreation. He is an 
anonymous letter writer of mean 
ability, very small vocabulary and 
of uncommendable industry. As 
a word painter his style is char- 
acterized by a pleasant air of 
paranoia, occasionally blended with 
something that sounds suspicious- 
ly like humor. It is not an agree- 
able form of humor, and it is not 
a fair form of humor, as he in- 
tentionally leaves no loophole for 
the retort courteous, probably 
suspecting that it would take the 
form of a night-stick and the 
third degree, if it ever reached a 
practical point. 

Four of the leading publishers 
have, so far, been made victims 
of his pleasantries: Mr. Mitchell 
of Life; Mr. Scott of the Cen- 
tury; Mr. Hazen of the Woman's 


Home Companion and the Cen- 
tury, and Mr. Ridgway of Every. 
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body’s Magazine. All have been 
constrained to make explanations 
more or less in consequence. He 
does not wish to show any par- 
tiality for Mr. Hazen of the Cen- 
tury as against Mr. Hazen of the 
Crowell Publishing Co., as he ad- 
dresses him at both 
and 24th street. In the case of 
Mr. Mitchell the matter has been 
going on for over a year, and the 
anonymous one was apparently so 
well pleased with his successful 
performance and his ability to 
keep out of the hands of the 
police, that he decided to broaden 
his field of effort and start a 
syndicate for vilification. His 
letters are almost always uniform 
in appearance, consisting of §ome 
five or six lines on a small sheet 
of paper, printed apparentl om 
rubber type in a purple ink. The 
writer shows a wide acquaintance 
with the advertising field, and ap- 
parently has easy access to lists 
of advertisers that are up to date. 
In some instances he has known 
the advertiser’s identity and home 
address, even where there was 
nothing published to in any way 
connect him with his advertised 
product. 





HERE’S SOMETHING MR, HAZEN 
DIDN’T SAY: 


DO YOU. KNOW THAT GEORGE H.HAZEN, 
THE PUBLISHER OF THE WOMAN'S 
HOME COMPANION, SAYS YOU ARE A 
STUFFY,RAISED-BY-HAND’KIND OF A 
‘NINCOMPOOP, AND THE CONCEIT ON 
YOUR FACE WOULD GIVE A KODAK 

THE STOMACH ACHE 1 


17th street - 
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In 
some cases it is believed the re- 
cipient has been slightly disquiet- 
ed, Of course, it would be pleas- 
ant to know that the writer was 


about his unknown friend. 





MR. SCOTT WAS MADE THE VIC- 
TIM OF THIS PLEASANTRY: 


Do YOU KNOW THAT FRANK SCOTT 
THE PUBLISHER OF THE CENTURY, 
SAYS HE WOULD HATE TO LOOK AS 
MEAN AS YOU DO ? 

THAT YOU LOOK AS THOUGH YOUD 
SELL YOUR OWN GRANDMOTHER FOR 
FIFTY CENTS ? 





placed in a fine, commodious re- 
treat for the hopelessly insane, 
copiously supplied with paper, 
pens and ink, with which to libel 
his wardens, but failing this, the 
next best thing is to give the 
matter wide enough publicity so 
that, in case of any renewed ef- 
forts, the recipient will be cheer- 
ed by the knowledge that he has 
not been left off a good mailing 
list rather than being discomfort- 
ed by the impertinence of the at- 
tention shown him. 


ONE THAT MR. RIDGWAY HAD 
TO SQUARE HIMSELF ON: 


DO YOU KNOW THAT E.J. RIDGWAY 
THE. PUBLISHER OF EVERYBODYS 
MAGAZINE, SAYS THAT ITS SURPRISING 
TO SEE A NINCOMPOOP LIKE YOU 
SUCCESSFUL ? 

“A FOOL FOR LUCK? SAYS HE. 








His style gives him so much 
pleasure that he seldom varies it. 
He attributes a scurrilous remark, 
aimed at the advertiser, to the 
publisher, and turns it off with a 
neat bit of flippancy that would 
be incongruously funny if it were 
not so bitter and mean. 

Most men on getting one of 
these anonymous little screeds 
have laughed, and either re-mailed 
the missive to the publisher or 
tossed it into the waste basket, 
‘and -have written joking him 


It is regrettable that the an- 
onymous gentleman is not a more 
conscientious worker, but he 
seems to be fully imbued with the 
artistic temperament and is only 
able to work by fits and starts, 
which makes him a particularly 
illusive proposition. His appar- 
ent method is to deliver an arm- 
ful of mail at some unsuspected 
spot and then retire to the strict 
privacy of his home until the ex- 
citement has blown over, after 
which he makes another daring 
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Edited by 
Max Jigerhuber. 


travelers now active in 





worth the whole subscription price. 
ful organ devoted to its interests.’’ 





66 3 
The fastest growing class 
Dry a Go Oos paper inthe worldssighty 


Its independence, its principles, its national character, make it a favorite every- 
where, ts news, its style and fashion service is,matchless. The biggest purchasing 
power one buyer says, and hundreds of others will foliow : 


**Fortunate to Have DRY GOODS.” 


¥ , 
F. P, Smita, 87 Fifth Avenue—“I am more than pieaced with your publication, and find 

it of immense vaiue when | care to find out what the trade is doin, or what it 1s most likely 
do. There is no doubt but thatvhe trade has the utmost confidence in your opinions 
and forecasts, and that your editoriai matter is lively and interesting. I am surprised that 
a journal w:th such a flue typographical finish 
The trade is indeed fortunate in having such a power- 


Sub., $1 per year. Adv., $100 a page, $50 half page, $25 quarter page. 
DRY GOODS PUBLISHING CdO., 


securing subscriptions. 


can be offered so cheaply. One number is 


172 Fifth Ave., New York 











little sally into an entirely differ- 
ent section of the city and again 
starts the trouble going. 

It is needless to say that none 
of the publishers involved have 
ever, at any time, said any of the 
things credited to them by this 
monomaniac. At the same time, 
there is never any way of know- 
ing what sting an anonymous 
letter may leave behind it, and it 
is best for every one concerned to 
know, in case there should be any 
recurrence of the nonsense, that 
it is merely the work of some- 
body with a clearly unbalanced 
mind and an insane grouch 
against the publishing and adver- 
tising world, 


<> 


“Do You Know the Modern 
Farmer?” This is the question 
asked of advertisers by the Ohio 
Farmer upon the cover of a book- 
let just issued, and inside there 
is given a lot of information 
about this gentleman. Just now 
he is buying stocks and bonds ad- 
vertised in farm papers, much to 
the satisfaction of the bond 
houses which were persuaded to 
try this sort of advertising. 


> 





Tue last meeting of the year of 
the Ad Men’s Club of Boston will 
be held to-night. The evening 
will be devoted to a_ minstrel 
ov the actors being club mem- 

ers. 


———+>—_—_—_—— 
Tue Dayton, Ohio, Journal is 


Preparing to observe its centen- 
nial anniversary this year. 


LAME SELLING. 
THe DeKatp ExcHance BANK, 
DeKats, Texas, April 4, 1908. 
Editor of Printers’ INK: 

I have just read the article in your 
issue of April rst on “Negligence with 
Correspondence,” and it appeals to me 
with more or less force, as we have 
just run up against something of this 
kind ourselves. 

We have been using the Remington 
typewriter, and will have to buy a sec- 
ond machine in the near future. The 
advertising of a certain well known vis- 
ible typewriter had convinced me that 
we wanted this machine. We wrote 
the State agency, stating that we would 
purchase a machine within the next 
ninety days, and requested them to 
send us a catalogue, and stated among 
other things that we were using the 
Remington, but before purchasing an- 
other machine, we wanted to investi- 
ate their machine, as we were very 
avorably impressed with what we. had 
learned of it. 

From the experience we had had 
with the agents of other machines, we 
expected a letter stating that they 
would be glad to demonstrate their 
machine to us, or possibly place a ma- 
chine with us on trial, as practically all 
other agents: are glad to do. 

Instead of this, we received a Multi- 
graph form letter, with our name filled 
in, which in no sense of the word was 
an answer to our letter, but simply 
gave some information about how large 
a factory they operated, etc. It was 
very hard to distinguish this letter 
from a genuine typewritten one, but as 
we are the owners of a Multigraph, we 
can easily distinguish it. 

We may buy one of these machines, 
but if we do, it. will be because we 
feel that the machine is superior to all 
others, and would only be spiting our- 
selves in not buying it. 

Very truly yours, 
W. D. Sanpvers, Cashier, 
DeKalb Exchange Bank, 





It’s a reasonable proposition that an 
advertised shoe or other article is 
superior to the one which isn’t .adver- 
tised. Pass the word along.—Boot and 
Shoe Recorder. 


Vey 
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A Roll of Honor 





Ne amount of money can buy a place in this list fora paper not having the 


requisite qualification. 





Advertisements under this caption are accepted from publisners who, accord- 
ing to tne 197 issue of Kowell’s American Newsvaper Directory, have submittea for 
that edition of tne Directory a detailea circulation statement. duly signed and datea, 
also from publishers wno foreeome reuson failed to obtain a figure rating in the iW7 

st 


Directory, but have since supplied a detailed circul 





t as described above, 


covering 4 period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 194 issue of tne American Newspaper Directory. Cir- 
culation Aguresin the ROLL OF Honor of the last named character are marked WIth an (>). 





These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star, 


ALABAMA. 
Birmingham, Ledger, dy. Average for 1907, 
21,861. Best advertising medium in Alabama. 
Montgomery, Journal, dy. Aver. 1907, 9,464, 
The afternoon Lome newspaper of its city. 
ARIZONA. 


Phoenix. Republican. Daily aver. 1907.6,519. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


CALIFORNIA. 
Los Angeles, Evening News Guarantees an 
average daily circulation in excess of 24,000. 


Oakland, Enquirer. Average 7197, 
28,429; Feb. 1908, 49,118. Largest 
circulation in Oakland guaranteed. 

COLORADO. 
Denver Post. Circulation—Daily 59,606. 

Sunday 84,411. 

The figures Tell KESULTS. 

82 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
,teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person wno success- 

fully controverts its accuracy. 


CONNECTICUT. 


Brid, rt, Evening Post. Sworn daily, year 
1907, 11945. Sworn daily, Dec., 12,478. ” 


Betipegert, K: rping Teiegram. Goll. 
Average for Mar. 1908, sworn 12,170. 
You can cover Bridgeport by using 
Telegram only. late. ic. er line, flat. 








Meriden. Journai, evening. Actual average 
Sor 1906, %,580, Average for 1907, 7,748. 

Meriden. Morning Record and Republican. 
Daily average 1906, %,672; 1907, 7,769, 

New Haven, Evening Register,cy. Annual 
sworn aver. Jor 1907, 15.720; Sunday, 12,104, 


New Haven, Palladium. dy. Aver. ’06, 9,549; 
1907, 9,842. . Katz, Special Agent, N.Y. 
New Haven, Union. Average /907,16,548. 
E. Katz, Sp. Agt., N. Y. 
New London, Day. ev’g. Aver. 1906, 6,104; 
average for 1907, 6,647. Gives best results. 


Norwalk, Evening Hour. February circula- 
tton secede S400.” 





Nerwieh. Bulletin, morning. .averner far 
9905, 5, Y2V0; 1906, 6,559: January 1908, 7,488. 





Waterbury. Revublican, Av. 1907, 6,888 
morn.; 4,400 Sunday. Feb.,’v8, Sun., 5, 922. 


DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1907, 85,486 (O®.. 


FLORIDA 


Jacksonville, Metropotis.dy. Average 1907, 
10,880. E. Katz, Special Agent, New York. 


GEORGIA. 
Atlanta, Journal. dy. Av. 1907,51,144, Sun- 
day 56,882, Semi-weekly 68,275. The Jour- 
val covers Dixie like tne dew. 


IDAHO. 
Boise, Evening Capital News, d'y. Aver. 1907, 
5,868; Actual circulation, Dec. 31, 1907, 6,070, 


ILLINOIS 
Aurora, Daily beacon. Dail ve 
1905, 4,580; 1906, 6,454; 1907, 6,7%0. a ae 


Cairo, Citizen. Dail 4 
107 LBS. y average ist 6 months 


Chicago, The American Journal of Clinical 
Medicine. mo. ($2.00), the open aoor to the Ameri- 
can Doctor, and through him to the American 
Public. Av. circul’n for past 3 years, 40,000, 





ae: yy — weekly. $2. Aver. 
reulation for year 196, 70,000. For year 
ended Dec. 2, 1907, 74,755.” " 


Chicago, Commercial ‘felecraphers’ Journal, 
monthly. Actuul average for 1907, 15,000, 


Chicago, Dental Review, monthly. 
average for 196, 4.0013 for 1907, 4,018, 


Chicago, Farm Loans and City Bonds. Lead- 
ing 1uvestment paper of the United States. 


Actual 


Chicago, Nationel Harness Review, monthly. 
5,000 copies each issue of 1907 is . 
Chicago, Record-Heraia. Average 1907, dail 
151,464; Sunday 216,464. It is not dispute 
thet The Chicago Record-Herald has the largest 
net_paid circulation of any two-cent newspaper 
in the world, morning or evening. 
The ab ¢ lut t of the latest 
circulation rating accorded 
the Record-Herald is guaran- 








corr 


fAtr.v-meteed by the publishers of 
Tero Rowell’s “Américan News- 


paper Directory, who will 
pay one hundred dollars to 


the first person who successfully contro- 


verts its accuracy. 


—- 


ee 











=e 
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Chicago, The Tribune has the largest two-cen* 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. ‘The 
TRIBUNE is the onty Chicago newspuper receiv- 
ing (OO) 


Joliet, Herald, evening and Sunday pocuing. 
Average for year “ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation for 1907, 
1,659, 
INDIANA. 
Fvaneville. Journal-News. Ar, for 1907, 18,- 
188. Sundays over 18,000. £. Katz, 8. A,,N.). 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1907. 112, 





lrineeton, Clarion-News, daily and weekly. 
Daily averaye 1946, 1,501; weekly, 2,548, 


Riehmond, The Evening Item. daily. Sworn 
average net paid circulation for twelve montis 
enaing Dec. 31, 197, &, A circulation of 
over 5,000 guaranteed in all 1907 contracts, The 
Item goes into 8) per cent of the RicLmond 
homes. No street sales, Uses no premiums, 

62" The absolute correctness of thelatest 

circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers of 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 


werts its accuracy. 


South Bend. Tribune Sworn arerage Jan., 
1908, 9,895. Absolucely bestin South Kend 


IOWA 


Burlington. Pawk-Eye. daily. 
8,987. “All paid in advance.’ 


Arer, 1907, 





Davenport, Times. Daily: aver. Mch., 18,957. 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 





Des Moines. Capital, daily, Lote ette Young, 
Publisher. Circulation por 1907, 41,582. late 
70 cevts per inch. flat. If you are a business 
in Iowa, the CAPITAL will get itfor you. First in 
everything. 


KANSAS. 
Hutchinson, News. Daily 1906, 4.2603 1907, 
70. E. Katz, Special Agent, f. ¥. 


Loves manos, World, daily, Actual average for 
1907, 4,2 


Pittsburg, Headlight. dy and wy. Average 
1907, daily C228; weekly 5,547. 


eves: 


Lexingt ton, Leader. Av. 1g. &, 157. Sun. 
6,798; for ’07, eve’g, 5,800, Sp. ts 102, E.Katz. 
MAINE. 


Auguata. Comrort,mo. W. A. Gannett, pub. 
Actual average for 1907, 1,294,488. 


Augusta, Maine Farmer, w’kly. Aver. for 1907, 
4,126, kates low; recognized farmers’ medium 


Bangor, Commercis!. Average for 1907, daily 
10,018; weekly, 28,422, 


3 pnilipe. Maine Woods and Woodsman. i. 
. Brackett Co, Average Jor 1#7, 8,012, 


Portland. Evening Express, Arervge for 1907, 
daily 18,614. Sunduy Teleyram, 8,855, 
MARYLAND. 


Baltimore, American. Daily average for 1907, 
75,652; Sun., 91,209. No rewurn privilege. 





Baltimore, News. daily. Evening News Pub- 
lishing Company. Average seer, A ie For 

larch, 1908, 88,00: 

The absolute >. += Sl of the 
latest circulation ratiny accorded 
the NEws is ouatans teed by the 
es Ci of Rowell’s American 

Vewspaper Directory. who will 

pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS, 
Boaten. Evening Transcript (O@). Boston's 
tea table puper. Largest amou amount of week day adv. 


tote te kk & 


Boston, Globe. Average 1907. daily. 181,844; 
Sunday 808,808, Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon eaitions for one price. 


Wr We We Ye Ye Ye 


we WY 


rie Average 1907, 
atta 980; Sunday, 


226768.. on over two morn- 
— Fy oy in the country 
circulation. In- 


iE nding morning, evening and 
Sundiy papers in / comparison, 


not over six American news- 
pape pers approach the circula- 
ton of the Daily and Sunday 


> eel of The Boston Post. 
with us in 1908,” 


ttt te tk ik 


ious, aening item. Da Daily rt ae: year 
1906, 15,0 1907, average, 22. 
Lynn fn pater: Circulation caetteuken 
in quantity or quality by any Lynn paper. 


W oreeater. L’Opinion ee ue, daily (© ©). 
Patd average for 1907. 4,58 sis sia 


MICHIGAN. 


Bay City, Times, eveniu Average for 
1907, 11,054 copi , daily, guaranteed. I 


Jackson, Patriot. say erage 
mber, 1907, 8,527; Sun- 
day, 9,529. Greatest net cir- 
eulation. Verified by Aasso- 
=e “. een Adver- 
tise statements 
a wel- 


GUAR 
rE bo 





monthly. 
comed. 


Saginaw, Courier-Herala. daily. only rarer 4 
paper; aver. for 1907, 14,749, Exam. by A 


Sag! Fvening News. daily Average an 
190, 50,88%; March, 1908 80.875. 


MINNESOTA. 


Mianeapolia, Farmers’ Tribune. twice-a- * goa 
W.J. Murphy, pub. Aver. for 1907, 82,074. 


Minneapelie. Farm Stock, and Rome, semi- 

Monthiy. Actual a 9905. ST,INT3 aver- 
age for 1906, 100,266; for 1907, 108.588. 

The absolute accuracy of Farm, 

Stocie «& Home's cerculation rating 

4 L ee by the American 

spaper ceaed Circulation ts 

prectiontiy a to the farmers 

of Minnesota, the Dakotas, Western 

Wisconsin ond Morten Jowa. Use 

it to reuch section must projitably. 
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Minneapolia, Journal. Daily 


and Sunday {29> In 1907 aver- 
age daily circulation, 76.61. 
In 1907 av. Sunday cir., 72,578. 


Daily average circulation for 
Mch., 1908, 78,782, Average £un- 


of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
caw Newspaper Directory. It is 
uaranteed to go into more 
omes than a’ yn 4 paper in its field 


and to reach the great army of 
urchasers throughout the 
Northwest. The Journal brings 


resul ts. 





venska nate Posten. 

Ph i ee pub. — 1907, 54,26: = 

CIRCULAT’N Minneapolis Tribune W. 
J. Murphy, pub. Est. i867. Old. 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending Decembe-, 
1907, was %6,608,. The daily 
iy ase: Mewes Tribune average per issue for 
paper Diree- the year ending December, 1907 

tery. was 101,165. 


UA 
wd OY 
TEED 
‘ 


&t. Paul. PioneerPress. Net average circula- 
tron for 1907—laily 85,716. Sunday 85,465. 
The absolute accuracy of the 
Pioneer Press circulation state- 
ments ia guaranteed by the Ameri- 
can Newspaper Directory. Ninety 
per cent of the moneu due for sub- 
scriptions is collected.showing that 
subscribers take the paper because 
they wart it, All matters pertain 
ing to circuiation are open ‘to ine’ est:gution. 


Winona, Republican-Herald. Av. June, 4,616 
Best outside Twin Cities and Duluth. 


MISSOURI. 
Joplin, Globe, daily Average 1907, 17,080. 
E. Katz, Special ‘Agent, | eA 


. Josenn, News and Press. Circulation 
om 87,888. Smith « Thompson, Eust. Reps. 
- Leuia, National Druggist. mo. Henry R. 


see Editor ana Publisher. Aver. // mos. 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis, National Farmer and Stock Grower, 
mo. Actual average for 1907, 104,666. 
MONTANA. 


Missoula, Missoniian. Every morning. Av- 
erage 12 months ending Dec. 8/, 1906, 5,107. 


‘' -NEBRASKA. 
Lincoln. Deutech- rrr Farmer, weekly 
Average 196, 141,85 


Lincoln. Freie Presse, weekly. Actual average 
Sor 196, 142.989. 


NEW HAMPSHIRE. 
Nashua. Telegrapu. The only daily in city. 
Average for 1907, 4,271. 
NEW JERSEY 


Aabury Park. Press. 1907, 5,076. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending Deceniber 3/, 1907, 9,001. 7 


izabeth, Journal. Av. 1905. 6,515; 71906, 
reat 1907, 8,811; Jan., 08, 9,479, 





Jersey City. Evening Journal. Arerage for 
4907, 24,880. Last three months 1907, 25,928. 


Newark. Eve. News. Net dy. jor 
68.022 cupies; for 1907, 67,195; Jas. 69,829: 


Trenton, Evening Times. Ar. 1996, 18.287; 
aver, 1907, 20,279; last 4 yr. ’07,aver 20,409. 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1907,16,895. it’s the leading paper. 


Brooklyn. N. VY. Printers’ Ink says 
THE STANDARD UNION now has the 
largest circulation in Sey aa Daily 
average for year 1907, 52,69 


+ Buffalo. Courier. morn, Av./907, Sunday. 4 
447; da:iy, 51,604; Enquirer, even.. 84,570. 


Kuffale. Evening News. Daly aterave 1905 
94.690; for s96, 94, 94,7485 1907, 94,848. 


Mount Vernon, Argus. Argus. evening Actual daily 
average for year end uding Feb Feb. 29, 1908, 4,874. 


New burgh, News News, daily. Average 
circulation first quarter 1908, 6,088; 
over six times other Newburgh papers. 

New York City. 
New York, Army and Navy Journal. Est. 1863. 
Actual av. for 07, 9,824; av. Jan. 08, 10,125. 
Automobile, wacky. Average for year ending 
Dec. 28, 1906, 15,212 
Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1907, 5,784. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in the Untted States, 
Circulation for 1907 64,416; 50c. per agute line. 


Clipper, weekly (Theatrical), Frank Queen 
Pub. Co,,. Ltd. Aver. for 1906, 26.611(00). 





El Comercio, mo. Spanish ¢ export. J. Shepherd 
C.ark Co, Average for 1907, 8,888—sworn. 


Music Trade Review, music trave and art week- 
ly. Average for 1907, 4,709, 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
1907, 7.269. 


The People’s Home Journal. 564,416 mo. 
300d Literature. 458,666 monthly, average cir- 
culations for 1907—all to paid-in-advance sub- 
scribers. F. M. Lupton, publisher, Inc. 


The Tea and Coffee Trade Journal Average 
circulation for 1o.500. ated Mar, 1908, 9,480; 
Mar, 1908, issue, 


The Worid. Actual arer. ror 1907, Mor: B45,- 
442. Evening. 405,172. Sunday, 848,885 


Schenectndy. Gazette, daily. A. N. Liecty. 
Actual average for ’06, 15,809; for '07, 17,15: 


Syracuse, Evening lleraic. daily. Herald (‘o, 
pub. Aver, 1:96, daily 25.206. Sunday 40.064, 


Troy, Record. Average circulation 
1907, 20,168. Only paper in city which 
rmitted A, A. A. examination, and 

ie public the report. 


Utien. National Flectrical Contractor, mo. 
Average Jor 1906, 2.625. 


Utien. Press. daily. Otto A. Meyer, publisher. 


Average for year ending Dec. 31, 1907, 14,8: 
NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. ’05,7,201. 
Aver. Jor year 1906, 3,180, 


OHIO. 


Akron, Times, daily. Actual average for 
year 1906, 8,972; 1907, 9 551. 





Anhtabula, Amerikan Sanomat. 
Actual averuye Jor 1906, 10,690, 


PR) yp P aie pe, oat r 1841. Actual 
atly average 4 : wd ay, 88,878; 
March., 1908, £8,880 daily; Sun. 86,888. 


Coshocton, Age. daily, Net average for 
past six mouths to March /, 1908, 8,288, 


Finnish, 





Dayton, Journal. First six months 1907, act 
ual average. 24,196, 


Sea 
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field. Farm and Fireside. over 4 cen- 
wt ate ny ay agricult’! paper. Cir. 445,000, 


Warren. Daily Chronicie. Actu:l average 
Sor year ending December 31, 1906, 2,634. 
Salietilasisiay 


Youngatown. Vindicator. D'y. av.'07. 14,7683 
Sy. 10,017; LaCoste & Muxwell, N.Y. & Chicago. 


OKLAHOMA. 


Ardmore. Ardmoreite, daily. 
1906, 2,443. 


Average for 


Muskogee, Times-Democrat. Average 1906, 5,« 
514; for 1907, 6,659. E. Katz, Ayt., N.Y. 


Oklahoma City, The Oklahoman. 7/907 aver., 
20,152; Mch, 1908, 28,805. E. Katz, Agent N. Y: 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. Weekly. Avere 
age for September, 1907, 20,880, 


Portland, Journal, daily Average 1907, 
28,805; for Mch., 1908, 29,458. The 
absolute correctness ‘of the latest circula- 
tion statement guaranteed by Rowell's 
American Newspaper Directory. 


Portland, The Oregonian ian (@@). 
For over fifty years 
Rey newspaper of the Pacific 


GUA orthwest—more — 
A more foreign, more loca 
idaasy = More classified ——s than 


bon A other Oregon news capt Feb- 
uary circulation, dai y average 
88,898; Sunday average 42,265. 
Portland, Pacific Northwest, mo.;average for 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 


Chester, Times. ev edy. Average 1907.7.640, 
N. Y. office, 220 B’way. F. lt. Northrup, Mgr. 





Erte, Times, dails. Aver. for 1907, . i 
E. Katz, Sp. Ag., N. ¥. 


Marcnh., 1908, 18,468, E. Ka 


raph Swornav. Mch. 1908, 


Harrisburg, Te! 
id cir. in H’b’g or no pay. 


15,274. Largest pa 


Philadelphia, Confectioners’ Journal, mo, 
AV, 1905,5,470; 1906, 5.514 ( 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for each day in 
the month of February, 1908: 

DD as kctuneeonsd ber 








DIA wise 








Totai for 25 days, 6,593,073 copies. 
NET AVERAGE FOR FEBRUARY 


263,123 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free aud returned copies 





have been omitted, 
» WILLIAM L. MCLEAN, Publisher. 


OOK 


The correctness of FARM JOURNAL’S 

suvscription statements is guaran- 
teed by the American Newspaper Di- 
rectory. The ave edition for the Ss 
- year 1907. wus 573,083 copies each 
month It has meg actual paid-in- 
advance subscribers than any ona Mf 
farm paper in the world, It has bee’ 
awarded the (© ©), and_best 

of all, the Seventh Sugar Bowl. 


y 
OOK 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 
meee. sides the Guarantee 

tar,it has the Gold Marks and is 
onthe Roll of Honor—the three 
most Se distinctions for 
any paper. Sworn average 
circulation of the daily Press for 

1907, 102,993; the Sunday Press, 124,006. 


Went heater. Local News, 

daily. W. H. Hodgson, sveragesor 

1907, 15,68%. In its 35th year. 

GUAR Independent. Has Chester County 
and vicinity for tts field. Devoted 

TEED to — news, hense 18 a2 home 
pape: Chester County is second 

in the ‘State in agricultural wealth. 


sie Dispatch and Daily, Average for 7907, 





RHODE ISLAND. 


for 0h at oe Evening Times. Aver. circulation 
‘or 1907, 17,908 (sworn). 


Providence. Daily Journal, 17,712 
(@@), sunday, 24,178 ‘©@). Erening 
Bulletin 87,061 averave 1907. Bulletin 





circulation for 1908 over 45,000 daily. 


SOUTH CAROLINA. 
Charleston. Evening Post. Actual dy. aver- 
age for 1907, 4,251, 
Columbia, State. Actual aver- 
age for 1906, detls @ ©). 11,287 
copies; semi- weekl Y, 2,625; "Sun- 
day (O@). 1906,12,228, Actual 
average for 1907. daily (O©) 
18,052, ia on (© ©) 18,887. 
Semi-week ly 2, 


Spartanburg, Herald Actual daily coeraoe 
clronlatton for 1907, 2,715. Dec., 1907, 8,067. 


TENNESSEE. 


Chattanooga, News. Average 
for 1907, 14,468. Only Chatta- 

ooga paper permitting exami- 

GUA nation circulation by A. A. A. 
AN Carries more advg. in 6 aays 

TEEO than morning paper 7 days. Great- 
est Want Ad medium. Guaran- 
tees largest circulation or no pay. 


Exeuville, Journal and_ Tribune. 

Week-day ourems peer ending Dec. 
31, 1907, 14,694, Wee “> average Jan. 
24 in excess of 15,000, The leader. 


Memphis, Commercial Appeal. daily. - funder. 
weekly. First six months 1907 av. 

Sunday, 61,485; weekly, 81 18." “smith & 
Thompson, Representati ves, N.Y. and Chicago. 


Nashville, Banner. daily. Aver. for year 1906 
81,455: Sor 1907, 86,206, 
TEXAS. 
El! Paso, Herald. Jan.. av., 9,008. More than 
voth other El Paso dailies. Verified by A. A. A. 


VERMONT. 
arre, Times, daily. F.E. Langley. Aver. 1905, 
s ber, 1906, 4,118; 1907, 4,585, Exam. by A.A.A. 


Bennington. Banner. daily. F. FE. Howe 
Actual average for 1906, 1,980; 1907, 2,019. 
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Barliasten, Free Press. Daily average for 
197. 8.415. Largest city and Slate circula- 
tion, “Examined by Asso. of Amer. Advertisers. 


Montpelier, Argus, daily. Av. ag | ‘6,006. 
Only Montpelier paper exam. by A.A 





Rutland, Herald duarags ow A008, Only 
Rutland paper examined by A 

St. Albans, Mesthger, q Average for 1907 
8,882, txanlined by A.A. A. m : 


VIRGINIA. 
Danville, The Bee. Av. 1908, 2,711. March, 
1908, 8,014, Largest circulation. ‘Only evening 
paper. New rate card in effect May Ist. 


WASHINGTON. 

Roattie, " “4 inselligencer (OO). 
4. 16; ba 8, net Sunday 
9,6 gs Daily, 82, O88; week day 
GUAR gost Only sworn circulatior. 
_¥ Beatie. Largest genuine and 
TEED id circulation in Washing- 
oo highest guaitty. best service, 

greatest resul results always. 


Tacoma, Ledger. “Average 1907, daily, 18,506; 
Sunday, 21,798. 


Tacoma. News. aArerage 1907,16,525; Sat- 
urday, 17,610, 


WEST VIRGINIA. 
Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs. «aver. 1907, 2,524. 


WISCONSIN. 
Janesville, Gazette. Daily average for ae: 
8,671; semi-weekly. 2,416; 1 2,416; Mch., 08, dy., 4,825. 


Madison. State Journal. d dy. Actual average 
Sor 1907, 5,086 


- eo —~ gr kB Journal, eve.. 

ind. Daily Sor 197, 

51,922; for March 908, 54,706; 

daily gain over Mar., 1907 , 8,216. 

The paid CITY Circulation of the 

Milwankee Journal is guaranteed 

advertisers to be larger than is the 

TOTAL circulation of either of the 

other evening dailies,and the TOTAI,. circulation 

of The Journal to be 30% MORE than isthe TOTAL 

of the TWO COMBINED. The Journal leads all 

Milwaukee papers in classified and volume of 
advertising carried. 





Milwaukee, Evening Wisconsin,d’y, Av. 1907, 
28,082 ‘©@). Carries largest amount of au- 
vertisiug of any paper in Milwaukee. 


Oshkosh, Nortnwestern. ony, Average for 
4907, 8,680. Examined by A. A. A. 


Racine, Journal, daily, Average th 
six months 1907, 4,876. ae ge for the last 






Racine, Wia.. Estab. 1877, 
Actunl weekly averaye for year 
ended Dec, 30, 1907, &6,81%. 
Larger c:rewation im Wiscon- 
sin than as. 4 other Adr. 
$3.50 an mch Nv. ¥ Opice, Tem- 
ple Ct. W.C. hie Mor. 


WYOMING. 


Cheyenne, Tribune. Actual daily average ret 
for 1906, &,126; semi-weekly, 9 mos., 07, 4,294, 


BRITISH COLUMBIA. 


Va er, Province. daily, Av. fon 1907, 
18,846; Feb. 07, 12,978; Feb. 1908, 15, 
LeClerque, U. 8. Kepr., Chicago and New se 


MANITOBA, CAN. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1907.16,546, Rates d6c. inch. 


Winnipeg, Free Press, daily and weeki+. Av- 
erage for 1907, daily, 86,852; daily Mch. 1908, 
85,878; weekly av. Sor mo. of Mch., 28,287. 


Winnipeg, Telegram. Average daily, Mar 
08, 28,785. Weekly av. 27,000, Fiat rate, 34c 


QUEBEC, CAN. 


Montreal, Ia Presse. Actual average, 1907, 
daily 108,828, weekly 50,197. 


SS 

Muntreal, the Daily Star and 
The Family "Heraid and Weekly 
Star have nearly 200.000 subscrib- 
ers, representing 1.000,000 readers 
—one-fiftn Canada’s population. 
Ar. cir, of tne Daily star for 1907, 
62,887 copies daiiy; the Weekly 
Star, 129,885 copies each issue, 








©6) GOLD MARK PAPERS@O) 





Ont of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
‘per Directory, one hundred and twenty are distinguished from all the others by the so-calied gold 


marks (@ ©). 





ALABAMA. 
THE MOBILE wacren (@©). Kstablished 
1821. Richest section in the prosperous South. 


WASHINGTON, Db. ©. 
Everybody in Washington SUBSCRIBES to 
THE EV#NING AND SUNDAY STAK. Average, 
1907. 35,486 (@@). 


FLORIDA. 


JACKSONVILLE TIMKS-UNION (© ©) Pre- 
eminently the quality medium of the State. 


ILLINOIS, 

BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for bacers, Oldest, best known. 

THE INLAND PRINTER, Chicago, Je ©) Act- 
wal average circulation for 1905, 15,8 

TRIBUNE (© ©). Only paper in Chicago re 
ceiving this mark. because TRIBUNK ads bring 
satisfactory results. 








KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (@©). 
Best paper in city; read by best people. 


MAINE, 
LEWISTON EVENING JOURNAL, daily, aver- 
age for 1907, 7.784; weekly, 17,545 (© ©); 7.44% 
increase daiiy over last year. 


MASSACHUSET 
Beaton, Am. Wool and Cotton Reporter. ltee- 
ognized organ of the cotton and woolen indus- 
tres of America (© 
BOSTON EVENING TRANSCRIPT (OO). estab- 
lished 1830. The only gold mark dai.v in Boston. 


TEXTILE WORLD RECORD (©6©), Boston, is 
— ted at home and abroad as toe standard 

merican textile journal. 

WORCESTER L'OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 
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MINNESOTA. 

THE MINNEAPOLIS JOURNAL (©©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classitied edvertising and more total 
advertising than any paper in the Northweert. 








PIONEER PRESS (©©), St. Paul, Minn. Most 
reliable paper in the Northwest, 
NEW YORK. 

BUFFALO COMMERCIAL (@©). Desirable 


because it aiways produces satixftuctory results. 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


BROOKLYN EAO@E (OO) is THE advertising 
‘Preva.yh. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINK. 


DRY GOODS ECONOMIST (@60), the recog- 
nized authority of the Dry Goods and Depart- 
ment store trade, 


RLECTRICAL WORLD (@@).. Established 1874. 
The great international wee! Cir. audited, 
verified and certified by the Association of Amer- 
ican Advertisers, Av. weekly cir. during 1907 
was 18,204. MowuRAW PUBLISHING COMPANY, 


ENGINEERING NEWS (©©0). The leading 
engineering paper of the world; established 1874. 
Reaches the man who buys or has the authority 
tospecify. Over 16,000 weekly. 








THE ENGINEERING RECORD (© ©). The 
most progressive civil cnatneering journal in 
the world. Circulation a Mr iy over 14,000 per 
week. McGRAW PUBLISH G COMPANY. 


HARDWARE DEALERS’ MAGAZINE, 
In 1907, average issue, 21.500 (©©.) 

Svecimen copy mailed upon r 
D. T. MALLETT, Pub.. =53 Broa 





uest. 
way, N. Y¥. 


NEW YORK HERALD (@©©). Whoever men- 
tions America’s iexding newspapers mentions 
the New York HERALD first. 





NEW YORK TIMES(@ ©). Actual sales over 
1,000,000 a week. Largest high-clars circulation. 





NEW YORK LS ea - ©). daily and Sun 
day. Established 1 A conservative, clean 
and up-to date tA, whose readers repre- 
sent intellect and purchasing power toa higpn- 
grade advertiser. 


SCIENTIFIC AMERICAN (© ©) has the iargest 
circulation of any technical paper in tue world. 








STREET RAILWAY JOURNAL (©©). The 
foremost aoe on Pe! and antares oes rail- 
roading. irculation for 190% 8,216 
weekly. McGkaW. PUBLISHING COMPANY. 


VOGUE (©©) carried more advertising in 1905, 
1906, 1907, than any other magazine of gen. cir. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section, 


Onio. 

CINCINNATI ENQUIRER (QO©). In 1907 the lo- 
cal acivertening Was; 1-3 more than in 1906, The 
jocal advertiser knows where to spend his 
money. The only Gola Mark puper in Cincinnati. 


OREGON. 


THE OREGONIAN (@60), established 1851. 
The great newspaper of the Pacific Northwest. 





PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
coe most desirable distinctions for any news- 

aver. Sworn circulation of The Daily Press, 
for 1907, 102,993; The Sunday Press, 124,0(6. 
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THE PITTSBURG 
eo DISPATCH ‘ee 


4nat 








The th advertisers 
always select first to cover the rich. pro- 
ductive, Pittsburg fieid. t twocent 
morning paper assuring a prestige most 
protitabie to advertisers zarxest Lome 
delivered circulation in Greater Pittsturg. 











RHODE ISLAND. 


PROVIDENCE JONRNAL (@6), a conservative 
enterprising newspaper without a single rival, 


SOUTH CAROLINA, 


THE STATE (QO), Columbia, 8. C. Highest 
quality, largest circulation in South ¢ corolla. 


VIRGINIA, 


THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes, 


WASHINGTON. 


THE POST INTELLIGENCER (© ©). Seattle’s 
most progressive paper. (ldest in State; clean, 
reliable, influential. Ali home circulation. 








WIsouNSIN, 
THE MILWAUKEE EVENING WISCONSIN 
(OO), the only goid mark daily in Wisconsin, 


CANADA. 
THE HALIFAX HERAI.D (©) and the EVEN- 
ING MAIL, Circulation 15.558, flat rate. 


THE GLOBE, Toronto (O@). and brought 
57 replies to an advertiser, to 40 and jpect- 
ively, of two next highest pap: rs. 














Increased Receipts for Cir- 

culation Means More 
Readers and _ Better 
Advertising ACedium 














The cash receipts from the circula- 
tion of THz Eventnc Wisconsin 
for the first quarter of 1908 was 
12 per cent greater than for any 
three months for sixty years. 
This shows that the total circu- 
lation is greater than ever before. 
The readers will bear us out in 
saying that as a newspaper THE 
WIsconsiIn was never better in 
quality. THe Eveninc Wiscon- 
sin is printed for its readers, 
which accounts for the continu- 
ously increased purchase of the 
paper by the public : : : : 


A GOLD (© ©) MARK PAPER 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
NEw YORK City. 
Telephone 4779 Bcekman. 

President, ROBERT W. PALMER. 

Secretary, DAVID MARCUS. 

Treasurer, GEORGE P. KOWELL. 

The address of the company is the address of 
the officers. 


London Agent. F.W. Sears, 50-52 Ludgate Hill,E.C. 


Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four 
subscriptions, sent in at one time, will be ena 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a ey Being (ai weg from ee 
t lates, itis always possible to supply bac 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred 


i—¥ 


ADVERTISING RATES 

Advertisements 20 cents a line, pear] measure 
15 lines to the inch ($3); 200 lines to the page ($40) 

‘or fied iti lected by the adver- 
tisers, if granted, double price is demanded. 

Un time contracts the last ~— is repeated 
when new — to come to hand one week 
in advance o 7 of publication. 

Contracts by 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

AL advertisements must be handed in one 
week in advance. 








New York, April 15, 1908. 








EMPHASIZE only the things that 
are really important. Too much 
detail spoils the story. 





To Boast that you are not as 
other men, even in business, is to 
strain belief, What you say should 
inspire confidence. 





A POUGHKEEPSIE grocer says in 
his advertisement: 

“The chief study of this store is to 
satisfy its customers.” 

And this is the true philosophy 
of selling, in a nutshell. 





BUSINEss reports say that coal 
is to be elevated in price each 
month, from now on to Septem- 
ber. In view of this, one adver- 
tiser says: 

“Said the Owl unto the saver, Do 
not wait until the winter, before you 
buy your Coal, 

For it never will be cheaper 

And the price may grow still steeper. 

You’d better buy your Coal. If you 
buy it of Blank.” 


It may be that the bibliography 
of advertising literature which 
occupies so large a part of this 
issue of Printers’ INK will seem 
to be of slight importance to 
many readers, who will pass it 
‘over with impatience because it 
crowds out one or two articles 
that might or might not interest 
them to a greater degree. The 
long list of books is not publish- 
ed, however, as an_ interesting 
story, but as a valuable bibli- 
ography to be filed away for fut- 
ure reference. Persons who are 
in possession of information upon 
advertising works not enumer- 
ated in the list should make Mr. 
Auld acquainted with the facts, 
and the supplementary list will be 
published at a later time. 


~ Here is an ad- 
The April vertisen.at that 
Fool took up four- 


inches-top-of-column-next-reading 
in the New York Commercial the 
other day. It is a fair sample of 
a great deal of advertising copy 
that goes out, which causes the 
man who foots the bill to ques- 
tion the value of all advertising: 
FEEDING THE GOOSE WITH 
PUBLICITY. 
_ “The goose that laid the golden egg” 
is out in a new version. 

Profitable Advertising, the _ best 
monthly publication issued on the sub- 
ject o ee (published in Bos- 
ton), has on its front cover for April 
the picture of a wise fool. 

This April fool is sitting in vast 
astonishment in contemplation of a 
great golden egg. While the little 
goose that laid it is perched upon the 
fool’s shoulder feeding out of a pan 
labelled “Publicity.” The expression 
on the face of the fool plainly says— 
“How could that little goose lay that 
big egg?” 

The answer is instantaneous: “Why, 
the food of publicity is responsible for 
:” 
Now then, don’t kill your business 
goose by failing to feed it publicity. 

Advertising food comes high but it 
won’t pay even to let the goose get 
thin. 

_ Do you know what sort of advertis- 
ing food your business needs? 

We are advertising food specialists, 
JOS. A. RICHARDS & STAFF, 
Advertising Agency, 

Tribune Building, New York. 


It would be useless to attempt 
to do this advertisement over and 
make it better. It is beyond re- 
pair. Someone suggests that the 
advertisement should be signed 
“Richards & Stuff.” 


¢/ 














€¢/ 
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THE MAGAZINE LOSSES, 





A good many people seem to 
be worrying just now about what 
they are pleased to term “the 
startling shrinkage in magazine 
advertising.” Compared = with 
issues for the same months in 
1907, most of the magazines have 
shown noticeable decreases this 
year. With some the falling off 
in business began before Christ- 
mas. Several sales of publishing 
properties have followed. Others 
have merged to meet the ab- 
normal conditions, 

Those who worry are express- 
ing grave doubt as to the possi- 
bilities of making good these 
losses in patronage. Some ob- 
servers shake their heads sadly, 
and say that it will take years of 
educational work to get old ad- 
vertisers back again, or find new 
ones to replace those who have 
cancelled their contracts, 

Among the magazine men 
themselves, however, everything 
is cheery, hopeful and busy. No 
attempt is made to deny that there 
have been shrinkages. These are 
frankly placed at from twenty-five 
to fifty per cent in issues of this 
spring, as compared with the 
same months of 1907. But adver- 
tising managers say that there has 
been very little real cancelling of 
contracts. Some magazine adver- 
tisers have reduced space. Others 
have declined to renew immedi- 
ately when contracts expired, not 
through fear so much as a desire 
to waita few months, to ascertain 
how the country is recovering, 
and lay new plans accordingly. 
Commercial depression has given 
business concerns all over the 
country an opportunity to reor- 
ganize factory forces, let out the 
least efficient labor, attract new 
efficiency, settle industrial differ- 
ences, weed out doubtful credits 
and in general lay a new founda- 
tion. Some manufacturers say 
that they have really made money 
out of the depression, and that 
they will make more out of it, 
because slack demand has led 
them to improve goods and put 
out more attractive leaders. As 
these new goods have been per- 
fected ‘and placed on the market, 


the manufacturers have turned to 
plan new advertising. Much of 
this new business is now develop- 
ing. Some of it is already ap- 
pearing. 

The magazine men state that 
about one hundred advertisers, 
big and little, through the whole 
monthly and weekly field, have 
been affected enough by the de- 
pression directly, or scared badly 
enough, to modify their advertis- 
ing plans. But they predict that 
every one of these will be back 
by the close of 1908, and a fair 
eeeren of them in the early 
all. 

The past winter has undoubt- 
edly been the toughest that maga- 
zines have ever gone through. For 
most of them have come into ex- 
istence since the last great crisis 
of 1893. During the past five 
years there has been a very prev- 
alent belief that a real commer- 
cial crisis would drive out of 
existence half the monthly and 
weekly publications that have 
sprung up so abundantly in good 
times, and grown so strong in the 
commercial sunshine. Despite the 
very small knot-hole through 
which many a publishing proper- 
ty has slipped this winter, how- 
ever, there have been hardly any 
important casualties, and not one 
notable failure. 








HovucuTon, Mirritin & Co., 
who for years have owned thé 
Atlantic Monthly, are preparing 
to transfer that property to a 
group of men of which Ellery 
Sedgwick, book editor of D. 
Appleton & Co., of New York, is 
the head. Announcement of the 
change in ownership’ was made 
last week, and occasioned much 
surprise in literary circles. For 
fifty years the Atlantic has been 
generally looked upon as_ the 
most stable magazine property in 
the United States. 








E. S. Carnes, advertising 
manager of the United Drug 
Co., Boston, severed his connec- 
tion with this concern April rst. 
Mr. Murnan, formerly general 
sales manager, is now in charge 
of advertising, 
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Louis KLEBAHN, special repre- 
sentative in New York, has moved 
his office to 1 West 34th street. 





A. D. Samuet, formerly with 
the Kaufman Agency, has joined 
the force of W. F. Hamblin & 
Company, where he will have 
charge of the mail-order depart- 


ment. 





Tue Circle, under new owner- 
ship and management, has left 
the building at 44 East Twenty- 
third street for a home across 
Madison Square, in the building 
of the Society for the Prevention 
of Cruelty to Children, 





MENTION was made recently of 
the handsome appearance of the 
Boston Transcript’s Want Ad 
page. The classified page of the 
Hartford, Conn., Times deserves 
almost as much commendation as 
that of the Transcript. In the 
issue of the Times dated April 
4th there are but three advertise- 
ments which fail to conform to 
the uniform type and setting. 





The Siegel Cooper 
Car Transfer Company in New 


Advertising York has im- 


proved the advertising which it 
carries upon the back of the sur- 
face car transfers by doing away 
with the special bargain day feat- 
ure. The copy is changed each 
day, as formerly, but no particu- 
lar bargains, or prices, are given. 
The advertising which appeared 
on two successive days of this 
month reads as follows: 


PERSONALITY in dress is the vis- 
ible sign of the inner woman. The 
crown is the hat. “Is my hat on 
straight?’”’ she asks; “it came from 
Siegel Cooper’s millinery department.” 
“Yes,” he answers, “and it is dainty, 
fresh, exquisite, charming—like you.” 


CLEANLINESS 


is next to godliness, and soap is a 
measure of civilization. This is the 
season when out come soaps and clean- 





ing powders, household ammonia _bot- 
tles, mops, pails, long and _ short 
handled brushes, brooms, curtain 


stretchers and all other things used in 
house cleaning. 

What is missing, worn or broken can 
be replaced from the complete stocks 
in Siegel Cooper’s house furnishing de- 
partment. 


THe Deutsche Hausfrau, Mil- 
waukee, has sold its 3d and 4th 
cover pages for eighteen months 
in advance. 





. THE Advertising Specialty Co. 
is a new firm in Winnipeg, Can- 
ada. J. Alfermann and C, Ver- 
milyea are the members of the 


firm. 
DousLepAy, Pace & ComMPANY 
have opened a New England 


office in Boston, which will be in 
charge of William J. Neal. For 
five years Mr, Neal has been with 
the advertising department of the 
company at the home office. 





RECENTLY a young man who 
desired a position as manager of 
the advertising of a live news- 
paper inserted two classified ad- 
vertisements in different issues of 
PRINTERS’ INK. 
ducted his discount for cash pay- 
ment the cost of his advertising 
was $6.70, Replies were received 
from dailies in Vermont, New 
York, Illinois, Indiana and the 
Dominion of Canada, and_ the 
man is now connected with one of 
the publishers who answered his 
advertisement. 


The Oakland, Califor- 

nia, Enquirer is con- 

ducting a novel  sub- 

scription campaign 

which ought to work 
well elsewhere. Free vacation 
trips to any summer resort or 
hotel in California are provided; 
in return for annual subscriptions 
to the paper, the required number 
of which in each case is stated in 
a booklet that lists all these hotels 
and resorts. To disarm the fear 
of modest persons who might ob- 
ject to having their names men- 
tioned in the paper in connection 
with the free trip, the Enquirer 
expressly states that “no one need 
know either before, during or 
after that you have been a guest 
of the Enquirer on your vacation, 
unless you tell it yourself.” 
Round trip tickets to the desired 
resort are furnished, together 
with a cash sum to pay hotel bills. 


After he had de-" 
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System for April carried 118 
pages of advertising, or 26,432 
agate lines, exclusive of the pub- 
lisher’s own advertising. 








Horace WINTHROP SCANDLIN, 
formerly assistant advertising 
manager of the Edison Electric 
Illuminating Company, of Brook- 
lyn, is with the Siegfried Adver- 
tising Agency, of New York. 








Smith’s Magazine sends out a 
handy volume of “Straight 
Talks,” by Charles _ Battell 
Loomis, which appeared first in 
the magazine itself. The talks are 
full of sound sense and _ honest 
Americanism, and make enjoyable 
reading, 


Tue St. Clair-Edwards Com- 
pany is the successor to the St. 
Clair Advertising Agency, late of 
524 Walnut street, Philadelphia, 
which was in operation about 
three years. The only change in 
personnel is the addition of Geo. 
W. Edwards, who for eleven 
years was in charge of the finan- 
cial, school and automobile ad- 
vertising of the Philadelphia 
Press. 
is in the Drexel Building. 











. 


THE 1907 edition of Rowell’s 
American Newspaper Directory 
is entirely out of print. The last 
copy was sold early in March, and 
since then the orders of intending 
purchasers have been booked for 
copies of the 1908 edition, which 
will be ready for delivery on Fri- 
day, May 15th—one month from 
to-day. The forthcoming edition 
of the Directory will be the 
fortieth annual volume to appear 
under the direction of Mr. George 
P. Rowell. A larger number of 
publishers have furnished  satis- 
factory reports of copies printed 
for the 1908 book than for any 
previous edition, although more 
than ninety per cent still prefer 
the estimated figures which are 
accorded by the Directory editor 
in all cases when a detailed state- 
ment for the period of an entire 
year is not forthcoming. 


The office of this agency = 











THE METROPOLITAN MaAGA- 
ZINE has 35,000 in the State 
of Ohio alone; there are near- 
ly fifty thousand in California. 


Are you reaching these read- 
ers with your product? If 
not, why not? 

There are 48 other States in the 


Union. The METROPOLITAN can 
tell your story in them all. 














_ ADVERTISING in the first fifteen 
issues of Printers’ INK published 
in 1908 was nineteen and _ three- 
fifths per cent heavier than in the 
corresponding issues of 1907. 
This is a somewhat remarkable 
state of affairs, brought about 
solely by the service the paper is 
able to render those desirous of 
gaining an audience from the na- 
tional advertisers who are upon 
the subscription list. For this 
purpose no other medium is 
necessary, and but casual obser- 
vation of the advertising pages of 
Printers’ INk’s contemporaries is 
required to show that publishers 
realize the truth of this assertion. 








Geo, F. Kroner, Jr. for sev- 
eral years associated with the 
New York office of the Scripps- 
McRae League newspapers, has 
become office manager with Dan. 
A. Carroll. special representa. 
tive, New York, 
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JAMES RussELL LOWELL said, in 
one of his brightest letters, that 
“Democracy is not a thing to go 
of itself.”’ Neither is business, 





WILcarp Everett, who has been 
with the James T. Wetherald 
Agency in Boston, for a 
past, has resigned his position 
with the company. 





AFTER to-day the Cleveland 
Plain Dealer will be represented in 
the East by the Smith-Wilberding 
Special Agency, located in the 
Tribune Building, New York. 


THE Star-Chronicle of St. Louis 
has been purchased by Nathan 
Frank, who was a minority stock- 
holder, and the name changed to 
the Star, 





THE Nolley Advertising Agency 
of Baltimore has issued the first 
number of a house organ, contain- 
ing several pages of advertise- 
ments which this company has 
designed. 





HEINE, the German poet of 
genius and suffering, said you must 
only try to “seek the attainable.” 
But advertising makes what would 
otherwise be unattainable, within 
our reach. 


THE offices of Dauchy & Com- 

any, advertising agents, at 9 

urray street, New York, were 
utted by fire Friday of last week. 
The fire started in the newspaper 
file room, and was caused by a 
short circuit. 


Four of the five dailies published 
in New Haven, Connecticut, have 
furnished satisfactory statements 
of copies printed for the 1908 edi- 
tion of Rowell’s American News- 
paper Directory. The daily aver- 
ages for 1907 are as follows: Leader, 
8,727; Register, 15,920; /’alladium, 
9,570; and Union, 16,548. 





GraHAM C. Patrerson, form- 
erly western advertising manager 
of the Circle, has been appointed 
by the Pacific Monthly, of Port- 
land, Oregon, as manager of. the 


department of the Middle West. 
He will be located .in his old 
office, Bldg., 


( 1210 Association 
Chicago, , 


year. 


WILLIAM C, FREEMAN has re- 
signed as advertising manager of 
the Hearst newspapers in New 
York, to enter upon a_ business 
venture in the commercial field. 
Mr. Freeman has been twenty-three 
years in the advertising business, 
twelve of which have been upon 
the American, 








THE Philadelphia Poor Richard 
Club had the monthly dinner last 
night, and was addressed by H. J 
Hapgood,who spoke upon “Raisin: 
the Personnel and Character o 
Employees.” Mr. Hapgood, who 
has just returned from Europe, also 
made a comparison of European 
and American Advertising. 








THE Boston Transcript of 
April 4th was the largest regular 
issue in the paper’s history. It 
contained forty-six pages, with 
more than one hundred and ninety 
columns of advertising, which was 
the previous record. It carried 
probably the largest amount of 
“Houses for the Summer” ads 
ever printed in a daily paper. 








THE 1908 edition of “In the 
Maine Woods,” published annuall 
by the Bangor & Aroostook Rail- 
road, is especially attractive at this 
Spring time of the year, and must 
be a highly important factor in the 
choice of many a man’s Summer 
vacation trip. The book was 
written and arranged by Fred H. 
Clifford, of Bangor. 








PALISADE is a little town in 
New Jersey, high up above the 
Hudson, whose _ residents are 
chiefly made up of New York 
commuters. Among these is 
Charles T. Logan, of the Beck- 
with Special Agency. Mr. Logan’s 
son, Chas, T. Jr., is manager of 
a monthly paper called the Pali- 
sadian, which is a_ particularly 
creditable publication for a six- 
teen year old lad to put out. -The 
Palisadian contains ‘literary as 
well as local news features, and 
is interesting to one who has 
never even heard of the village of 
Palisade. 
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Remember — 
A combination of hard 


work and clever work 
might FORCE a medium 
to the top; but to keep it 
there for four consecutive 
years requires satisfactory 
results to the great ma- 
jority of the advertisers 
using space in that medium 


Collier’s 
The National Weekly 


E. C. PATTERSON 
Manager Advertising Department 


3r 
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FINLEY’S—YES—FINLEY’S. 


Usually the restaurant keeper 
who advertises announces the 
hours of meals or the fact that he 
has music during the dinner 
hour. 

Not so Finley. It is just pos-_ 
sible that he is putting out the 
most unique and effective restaur- 





ant advertising in the country. 
From the time he opened his 
first little place Finley has 


been advertising every minute of 
the day. Not always with print- 
er’s ink, however. 

Richard G. Finley landed in 
Cleveland twelve years ago with 
ten dollars or so in his pocket, 
worked as a waiter for several 
years, started a little place of his 
own and now is proprietor of six 
big restaurants—the best in the 
city. 

The opening of his second 
place, now the main one in the 
system of six, was characteristic 
of the man. While the workmen 
were making a place of beauty 
inside, the front was carefully 
screened from prying eyes, and a 
big sign announced “Here Finley 
will open a phalansterie.” 

“Who's Finley? What’s a 
phalansterie?” everybody asked. 
A few Greek scholars may have 


spotted _ the meaning but the 
populace—never. And for sev- 
eral weeks’ Finley had them 


guessing as to what a phalansterie 
really was. 

Theatrical methods, maybe, but 
they worked. The phalansterie 
was totally unlike any other res- 
taurant in Cleveland—or any- 
where else for that matter. The 
furniture was dark oak, severely 
plain, but thoroughly artistic. On 
the walls were hung the best pic- 
tures of Cleveland artists, and 
there were and are to this day 
fresh flowers on every table, In 
the dark basement Finley built an 
imitation dungeon, and back of it 
an imitation cave that beats any- 
thing ever seen on the stage. 

Then followed an advertising 
campaign that has made the 
phalansterie, the cave and the 
dungeon, known from one end of 
the country to another. Finley 
engaged a salesman to visit offices 
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throughout the downtown section 
and describe the place to busi- 
ness men, inviting them to take 
lunch there. He looked up ap- 
proaching conventions to be held 
in Cleveland and got lists of dele- 
gates to whom he wrote, indi- 
vidually, asking them to dine at 
Finley's while in town, He found 
out what theatrical people were 
booked to appear in Cleveland for 
weeks ahead, studied their routes, 
and wrote them from time to 
time as they approached the city. 
And after they had departed he 
wrote them not to forget to come 
again—and they didn't. Finley’s 
is known to nearly every pro- 
It is 
who have 


fessional in the country. 
to 


known thousands 
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EVEN THE SET-UP 1S APPETIZING, 





come here to conventions, to,thou- 
sands of traveling men—and to 
all of Cleveland. 

As Finley prospered he added 
restaurants to his system. He 
sent out booklets, mailing cards, 
circulars, letters, blotters. He 
started a little folder for his em- 
ployees, which he called “The 
Commentator,” with the explana- 
tion that a commentator is one 
who points out excellencies as 
well as deficiencies. “The Com- 
mentator” has grown to a six- 
teen page booklet, carrying other 
advertising besides Finley's, 

Ever since he started Finley has 
printed new menu cards each day. 
The back usually carries a quota- 
tion from Elbert Hubbard, Rob- 
ert Louis Stevenson, or some 
other notable, though the two 
mentioned are favorites. Inside 





te 
he 
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the cards lead off with another 
quotation or a comment that has 
been made regarding the Finley 
system. Then follow descriptions 
of the dishes for the day. These 
are written in a breezy style 
somewhat like this: 

Boston Baked Beans —now there’sa dish 
that has zest. Ovr chef is from Boston and— 


he does know how to bake them like they do 
in the Hub—individual dishes 10 cents. 


By and by Finley had to have 


evening. The ads vary in size, 
from two inches single column up 
to five. They are written in the 
same jerky style, with a dash 
every three or four words, that is 
characteristic of his other print- 
ed matter, and if there ever was 
reason-why copy written it is 
Finley’s. Some of them are re- 
produced herewith. 

- Finley does not neglect any Op- 
portunity to get advertising. His 


Sy ade et ee 
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TWO OF THE ADVERTISEMENTS. 





so much printed matter that he 
put in his own print shop. He 
follows a particular style, and his 
printed matter is away above the 
average of good printing. 

Then he got into the news- 
papers, using the Plain Dealer in 
the morning and the Press in the 





wagons go about the streets 
bearing such expressions as “The 
Finley Restaurants—Ask = any 
policeman for the nearest,” or 
“Finley’s—Yes Finley’s.” 
Advertising has made this man, 
who came here twelve years ago 
with nothing, the owner of six 
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business places doing half a “mil- 
lion dollars’ worth of business or 
more a year, and Finley himself 
is reputed to be worth a fifth of 
that sum. No liquor is served in 
the Finley restaurants. And the 
“clerks,” as Finley calls them— 
otherwise waiters and waitresses 
—are discharged if they accept a 
tip. The Finley restaurants are 
places where people of ordinary 
means can dine—they don't have 
canvassback or terrapin or lob- 
sters. Probably the average 
amount spent by each person 
would not run over twenty cents. 
So that the man's achievement is 
something more than ordinary. 
LeonaArD W. SMITH. 
——_ or" 


BOSTON NOTES. 


The Boston News Bureau is_ putting 
out large copy for the advertising of 
the Miami Copper Co. 


Wood, Putnam & Wood are placing 
the advertising of the Phenix Coffee 
Mills in Boston and suburban papers. 


C. H. Igou of New York is now in 
charge of copy and plans with the 
_ Tomer Advertising Agency, 5 Brom- 
field street, Boston. 


Estabrook & Eaton are placing con- 
tracts for a new line of cigars with 
New England dailies through the Bos- 
ton office of the Van Cleve Agency. 


Wood, Putnam & Wood are placing 
the advertising of the Talmud Publish- 
ing Co. in Jewish papers in all coun- 
tries and a few literary papers in 
America. 


The Wyckoff Agency is placing sev- 
enty line copy for Sherman-French & 
Co., publishers, 8 Beacon street, Boston. 
The business is going to magazines of 
a literary character. 


The advertising of the Lawrenceburg 
Roller Mills—Town Talk and _ Bay 
State Flour—is being placed by Wm. 
Foster, Boston representative of the 
Arnold & Dyer Agency. 


The J. W. Barber Agency is placing 
the advertising -of the King Philip 
srewing Co., of Fall River. Contracts 
are being made with newspapers for 
five hundred to one thousand inches. 


C. H. Graves & Sons, 35 Hawkins 
street, are contracting with newspapers 
in License towns for the advertising 
of G. O. Taylor Whiskey. Large space 
is being used. Business is placed 
direct. 


The contracts for the Spring adver- 
tising of Moxie are being sent out by 
Wood, Putnam & Wood. This year 
contracts are made for four advertise- 
ments of twenty-six inches each, a total 
of one hundred and four inches, and 
a large list of papers is being used. 


The O’Keefe Agency is placing the 


advertising of Dr. Greene’s  Nervura 
for a Spring campaign. A _ large list 
of weeklies is being used in New 


England and the Central 
copy running three months. 


States, the 


Ernest J. Goulston, formerly eastern 
manager for the Cochrane Agency, has 
established an office for himself at 38 

anover street, Boston. He is sending 
out contracts at the present time for 
the. advertising of Kentucky Taylor 
Whiskey. 


Williams, Clark & Co., Lynn, Mass., 
manufacturers of La France Shoes, are 
contracting with weekly and _ daily 
newspapers in towns where they have 
local representation, the business going 
through the Boston office of the C. F. 
Wyckoff Co. 


The Franklin P. Shumway Agency 
have been placing business in the lead- 
ing magazines for the Wachessett Shirt 
Co., Welch Hosiery Co. and the Wm. 
Carter Co. (Carter Underwear). This 
agency also placed the advertising of 
the Knox Automobile Co., but after the 
first insertions the contracts were can- 
celled for the time being. 


Special representatives of western 
dailies have been flocking to Boston 
recently to secure some of the con- 
tracts the Shumway Agency have been 
giving out for their shoe customers to 


several hundred western and_ central 
State daily papers. The business has 
been largely eight-inch advertisements 


running, usually two times a week for 
six months. 


Lists are being made up by the Bos- 
ton office of N. W. Ayer & Son for a 
large number of schools throughout 
New England. Most of the appropria- 
tions go into magazines especially 
adapted to school advertising. Mr. 
Conover of this agency is placing ad- 
ditional contracts for the advertising of 
New England Confectionery Co., 
““Necco Sweets,” in magazines where 
he can obtain color work, 


F. P. Shumway of the Shumway 
Agency after the sharpest kind of com- 
petition has landed the appropriation 
for the advertising of the Pacific Mills. 
They are one of the oldest and largest 
dress goods manufacturers in the coun- 
try, employing about 5,000 people in 
their extensive mills at Lawrence, and 
this is their first venture in the adver- 
tising field. The appropriation will go 
largely into women’s publications. 


The greatest item of interest at the 
present time in New England is the 
Thomas W, Lawson campaign in news- 
papers. This campaign covers all of 
the larger cities in America, many in 
Canada and a half dozen across the 
water. Large space has been used, one 
advertisement being a full page and 
large copy is to follow. The account 
is a hard one to handle as copy comes 
in late at night for the next morning’s 
paper. Telegraphic service alone for 
one night amounts to six or eight 
thousand dollars. The business is 
handled by the H. B. Humphrey 
Agency, 


Y/ 








Y/ 
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Contracts have been made by the 
Boston office of the J. Walter Thomp- 
son Agency for the advertising of 
O'Sullivan Rubber Heels in leading 
magazines. Contracts are for three 
full pages. 


pe ees aa at 
BUSINESS GOING OUT. 
Dr. King & Company, New York, 
are asking for rates. 


Geo. Batten, New York, will handle 
the Chickering Piano advertising. 


The Price Flavoring Extract Com- 
pany, of Chicago, is sending out re- 
newals, 


The Platt Advertising Agency, Prov- 
idence, R. I., is making requests for 
rate-cards. 


The Tobey Agency, Chicago, is plac- 
ing fourteen thousand lines, for the 
Val Blatz Brewing Co., of Milwaukee. 


Lord & Thomas, Chicago, are using 
two thousand lines in a year for the 
Ullman Company, in southern papers. 


The H. I. Ireland Agency, of Phila- 
delphia, has extended the Fels-Naptha 
advertising to New England and Can- 
ada. 

The Frank Presbrey Company, New 
York, is placing copy for the People’s 
Line, of the Hudson Navigation Com- 
pany, 


The National Advertising Agency, 
Denver, Colo., is using large space for 
the C. M. Sumner Investment Com- 
pany. 

The Scandinavian-American Line is 
sending out thirteen lines, every 
Wednesday and Saturday for three 
months. 


E. P. Remington, New York, is 
asking rates on one hundred to one 
hundred and fifty lines, on some paint 
business. 


Nelson Chesman, St. Louis, is using 
three hundred and_ ninety-nine lines, 
one time, for Dr, J. W. Kidd, also of 
St. Louis. 


The Mitchell Auto Company, De- 
troit, is sending out one hundred and 
twenty lines through Lord & Thomas, 
of Chicago. 

Prominent weeklies are being used 
by W. F. Hamblin & Company, New 
York, for the Edwin Cigar Company, 
also of New York. 


Lord & Thomas, Chicago, are _plac- 
ing ten thousand lines for the United 
Cigar Manufacturing Company of New 
York and Chicago. 


The American Tobacco Company is 
using, for the first time, a list of sport- 
ing magazines to advertise Old English 
Curve Cut tobacco. 


Five thousand lines in a year will 
be placed for the W. Barker Company, 
of Troy, New York, by the Fuller 
Company, of Chicago. 


The Namrod_ Advertising Agency. 
New York, is using one thousand lines 
in dailies for Buchanan’s Black and 
White Scotch Whiskey. 


’ 


The Drs. Mixer, of Hastings, Mich., 
are using ane hundred and twenty-four 
lines, one time, through the E. H. 
Clarke Agency, Chicago, 


Renewals for the Spencer Heater 
magazine business are being sent out 
by Morris & Wales, Philadelphia. The 
new list will be increased, 


The Chas. H. Fuller Company, Chi- 
cago, is putting out fifty-eight lines, 
two times, in weeklies for the Frontier 
Asthma Company, of Buffalo. 


One thousand-inch contracts are go- 
ing out from the Southern Advertising 
Agency, of Augusta, Ga. for the 
Blood Balm business, Atlanta, Ga. 


One inch, nine times, is the space 
to be used by the Lesan-Gould Com- 
pany, of St. Louis, for the Barthol- 
omew-Clifton School, of Cincinnati. 


Papers in the vicinity of Philadel- 
phia are receiving copy from the St. 
Clair-Edwards Agency, of Philadel- 
phia, for Sullivan Bros. & Company. 


T. W. Crosby, formerly of Runey & 
Crosby, Cincinnati, is putting out ten 
thousand lines in a year for the Vogt- 
Appelgate Company, of Louisville, Ky. 


W. F. Hamblin & Company, New 
York, are sending out forty-two line 
copy to a list of about twenty-five pub- 
i for H. D. Cone, Rochester, 


aX. . 


The Victor Typewriter Company, 
through W. F. Hamblin & Company, 
of New York, will increase the size 
of insertions, and extend the list now 
in use. 


The National Cash Register Com- 
pany, of Dayton, Ohio, will use sev- 
enty-five hundred lines in eight inser- 
t.ons in daily papers through Lord & 
Thomas, of Chicago. 


The Japanese Importing Company is 
using mail-order copy in large Sunday 
paners, through the Wyckoff Agency, of 
Buffalo. Forty-two lines is the amount 
of space placed at present. 


_The Procter & Collier Company, Cin- 
cinnati, are extending their list of 
papers in the South. Eight hundred 
and thirty-two inches are to be used— 
four inches, four times a week. 


The McFarland Publicity Service, 
Harrisburg, is asking rates on two 
inches, twice a week, for fifteen weeks, 
to be used for the Gordon Manufac- 
turing Company, of New Rochelle, N. 


_W. F. Hamblin & Company, New 
York, are sending out large copy to 
a number of automobile trade papers, 
for the L. & M. Automobile & Carriage 
Washer. Thirty lines will also be used 
in a full list of agricultural papers. 


Jos. Kaufman, formerly of the Kauf. 
man Agency, New York, is handling 
the accounts of the American Safety 
Razor Company and the Chalmers 
Knitting Company, clearing through 
the Root Newspaper Agency, of New 
York, 
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THE BROADSIDE OF A BARN would 
not be a more attractive mark for the boy and his sling- 
shot than is the farmer’s pocket-book in this year of uncer- 
tainty to the maker of commodities which the farmer wants 
to purchase. Following the analogy, it might be said that 
the chief difference between the two is found in the fact 
that the lad will take advantage of his opportunity without 
urging, but the manufacturer is at loss to know just how 
to proceed in attaching himself to the farmer’s pocket. 

Some way or other he never learned to adver- 
tise in farm papers—never was convinced probably that 
they might serve him. Just now he can be convinced, how- 
ever, if he is approached in the right way, for he is looking 
for a new market among people with money—Printers’ Ink. 


DO NOT BE DELUDED 


With the idea that every paper going 
to the farmer in these days receives his attention. 
If you think they are given a careful reading at his 
hands you are mistaken. 


There never was a time when so much 
trash found its way into the farmer’s mail box; 
stuff for which he pays little if anything. More- 
over, there never was a time when the farmer and 
his family were as discriminating in what they 
subscribe for and read as at the present. 


The principles of farming differ vastly 
from the past. The wide-awake farmer is thor- 
oughly posted on scientific methods of tilling the 
soil and the growing of crops both grain and live 
stock, and he subscribes for the mediums that 
have given years to the study of advanced ideas 
on these matters, and to such as he knows to 
be reliable. The others receive scant attention 
in his household. 
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THE BREEDER’S GAZETTE has 
been referred to by those high in authority as “The 
Farmers’ Greatest Paper,” and a comparison with 
any other paper published will convince you that 
this distinction is probably merited. 

It is read by the very best farmers in 
the cornbelt who combine stock raising with their 
farming operations. They are extensive operators 
and large buyers. They live in good homes and 
enjoy the good things of life. 

Thousands read it who have been an- 
nual subscribers since its establishment in 1881, 
although it has always hada higher subscription 
price than nine-tenths of other farm papers. 

THERE IS A REASON FOR ALL 
THIS: If you want to reach THE VERY GREAM 
of the farmers living in rich agricultural states, 
see that THE GAZETTE receives a generous 
share of your patronage. There is no class of 
farmers whose business wants are so varied as 
the one who combines stock-raising with his other 
operations. Power machinery, hay tools, cream 
separators, grinders, water systems, are a few of 
the things required. THE GAZETTE has 70,000 
of this class. Please ask us for a copy of a recent 
issue. We send samples to applicants only. 

Address 
SANDERS PUBLISHING GO., 
558 Dearborn St., Chicago, Illinois 


The Breeder's Gazette, Chicago, established 1881. 
48 to 68 pages weekly. 
Wallace C. Richardson, Eastern Representative, Temple Court, New York 
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MARCH BUSINESS 
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WHEW FORM FOR CASE AND COMMENT 


With the June number, CASE AND COMMENT becomes standard 
magazine size, will be set in long primer type, and printed on a fine 
grade of calendered English-finish paper, especially adapted to half- 
tones. The cover will be of appropriate stock, with an attractive 
design. While the size of page increases both in width and depth, 
the present advertising rates will remain in force for the time being— 
subject to change without notice. 

June forms close May 2oth. 

The new form will place CASE AND COMMENT even more com- 
pletely at the head of legal publications than it has been. Still further 
improvements are contemplated and some of them will be made at an 
early date. An energetic campaign for subscriptions will be made 
shortly, insuring a large increase in the present circulation. 








GEORGE 5S. KRANTZ 
CASE AND COMMENT OR Eastern Representative 


Rochester N. Me 102 WeEsT 14th STREET 
‘ NEW YORK CITY 


The Leader Among the Special Publications that 
Are “ Making Good” 
































PRINTERS’ INK. 


, ART CRITICISM 


OMMERCIAL 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 





Both marine engines and motor 
boats are advertised in this clip- 
_ping from an English publication. 
In the original, the advertise- 
ment was not very large, but it 
would have been fairly successful 
if it were not for the character of 
the illustration showing the boat. 
This is a half-tone made from a 
wash drawing; and the boat, 
water and landscape are practical- 
ly in one tone—offering little con- 
trast and showing up very poorly. 








NO-1I 





A small picture of a boat or any- 
thing of that nature, is much 
more effective if drawn in line— 
as in the illustration marked No. 
2—with no unnecessary details to 
complicate it. 

* * * 


No effort to run type, matter 
over an illustration has ever been 
successful, or even. encouraging 
enough to warrant the constant 
recurring attempts to make i: 
successful. 

Here is a drying apparatus ef- 
fort which is no worse than its 


predecessors in this particular 
field—and certainly not much bet- 
ter. If these advertisers made 








NO:2 


the cut of their apparatus just a 
little smaller, there would have 
been room enough to say, above 
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or underneath it, all that they 
seem to wish to say regarding its 
characteristics and merits, 

* 

It must be a gratifying amuse- 
ment to take the various elements 
of an advertisement and _ play 
solitaire with them—otherwise so 
many advertisers would not be 
engaged in this pleasing pastime. 
It may be amusing, but it is not 
good business. 

Here is an advertisement of 
sheet metal articles in which the 
several component parts are scat- 
tered around wherever they 


much ground for controversy be- 
tween the company and the critic. 
The criticism stated that if the 
advertisement was intended mere- 
ly to show the different brands of 
Antikamnia preparations __ that 
purpose was certainly achieved, 
but that the particular piece of 
copy under discussion was not an 
advertisement. The company in 
its reply admits that these things 
are true, and further states that 
the 42,000 druggists in the United 
States know all about the Anti- 
kamnia preparations. In which 
case, of course, the Antikamnia 
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seem to fit, without regard to a 
connected result. As a conse- 
quence, the eye wanders from 
point to point without stopping 
anywhere, and he who wished to 
read it all would neither know 
where to begin or when he got 
through. 
* * + 
The writer observes in Print- 
ERS’ INK of March 25th, a letter 
from the Antikamnia Chemical 
Company, replying to a criticism 
of an Antikamnia advertisement 
printed in Printers’ INK of 
February 26th. 
Referring back to that criticism 
it does not appear that there is 


Company is perfectly justified in 
filling its space in any way that 
suits its fancy—there is absolutely 
no room for dispute on that 
point. 

——_——_+@>——— 

Figures in the Roll of Honor 
credit the Oregonian, of Port- 
land, with an average circulation 
of 33,898 on week days and 42,265 
on Sundays. In addition to pos- 
sessing the Gold Marks, denoting 
high quality of circulation, the 
paper possesses the Guarantee 
Star of Rowell’s American News- 
paper Directory. The Oregonian’s 
circulation is not confined to 
Portland, but is State-wide, 


» 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 








COLORADO. 
\ 7] ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 
CONNECTICUT. 


ERIDEN, Conn.. MORNING K&CORD; old es- 
tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paver. 
Classitiea rate. cent a word: 7 times.5 cents a 
word. Agents Wanted, hal! a cent a word. 


DISTRICT OF COLUMBIA. 
f Pe ie og and SuNDAY STAR. Peaeb apn. 
© ©). carries DOUBLE the number of 
Want Abe of any other paper. Rate lc. a word. 


ILLINOIS, 
HE Champaign NEws is the leading Want ad 
medium of Central Kastern lMlinois. 


CONT EARLY everybouy w! who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Pust-office 
Review. and that’s why the DAILY NEWs is Ch:- 
cago’s “want ad” directory. 


T= TRIBUNE publishes more classified ad- 
| vertising than any other Chicago newspaper. 


INDIANA. 


The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 
The advertising i par | of 
the Calumet Region. Kead by all the pros- 
rous business men and well-paid mechan- 
es in what been accepted as the 
“Logical Industrial Center of America.” 
Guaranteed circulation over 10,000 daily. 

















fMHE INDIANAPOLIS NEWS. the best medium 

in the Middle West for mail-order classified 
advertising, carries more of it than ail the other 
is eegere combined, its total in 1907 
bein 807 ads (an average of 919 a day)—23.331 
more S then all the other local papers bad. The 
News’ classified rate is one cent a word, and its 
daily paid circulation over on over 75,000. 


STAR LEADS IN INDIANA, 


During last year the INDIANAPOLIS S 
626 26 more columns of paid Sicaliet a ph mt 
ing than carried by its nearest competitor during 
the same period. The STAR gained 1749.89 columns 
over 1906. During the past two years the STaR’s 
circulation has exceeced that of bang | other 
Indiama newspaper. Kate, six cents per line. 





MAINE. 


‘I. HE EveninG Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
lege Baltimore News carries more Want Ads 
than any otner Baltimore daily. it is the 
recoxnized Want Ad medium of Baltimore. 





MASSACHUSETTS. 
T Hi Boston KVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘they 
a to find all good places listed in its adver- 
tising columns, 


PK W Pe We We 


5 ae | spay GLOBE, dail er Pe Mf 

ear 1907, printed a 

want” ee. There was a gain c 1 979 over rs 

_ 1906, and was 230,163 inore ~— ned other 
Boston paper carried for the year 1907. 


WH W We We Ke 


MINNESOTA. 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas- 
sitted advertising than any other 
Minneapolis may, «aa No free 


Wants and no Clairvoyant nor 
objectionable medical advertise- 
ments printed. —, Wants 
printed in Mar., 188,678 lines. In- 
dividual advertiremente. 26,433. 
Eight cents per agate line per in- 
sertion. if cha . Noad taken 
for less than 2 cents. If cash ac- 
OO] com nies order the rate is Ie. a 


word. No ad taken iess than 20c. 
Ts MINNEAPOLIS TRIBUNK is the recognized 
Want ad medi of Mi 1 





CIRO’LAT’N ‘(HE MINN«APOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has over 100.000 subse ~~ 
0 





Want advertisements every week 
at fuli price ‘average of two 
pages a day); no free ads; price 
= both ae and even- 
ing issues. ate. 10 cents per 
by Am. Newsa- 
puper Di'tery line, Daily or Sunday. 


T. PAUL DISPATCH, St. Paul, Minn., covers 
its field. Average for 1907, 68,671. 





MISSOURL, 


HE Joplin GLoBs carries more Want ads 
than all other papers in Southwest Missouri 


combined, because it gives results. One centa 
word. Minimum, lic. 
MONTANA, 


7" Anaconda STANDARD is Montana’s great 
Ad” medium; ic. a word. Average 
cirenlation daily for 1907, 7 084; Sunday, 15,090. 





NEW JERSEY. 
ERSEY CITY EvVeNING JOURNAL leads allother 
e) Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results 


\) EWARK, N. J, FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


NEW York. 


LBANY EVENING JOURNAL. Kastern N. Y.’s 
best paper for Wants ano classified ads. 


BY FFALO EVENING NEWS with over 95,000 cir- 
cutation, is the only Want Medium in Butfale 
and the strongest Want Medium in the State, 
outside of New York City 


Ames Mount Vernon’s only daily. Greatest 
< Want Ad medium in Westchester County. 
























































RINTERS' INK, published weekly. The rec- 
ognized anu jeaaing antag medium for 
want ad meuviums. mail order arucles, advertis- 
ing novelties, printing. typewritten ci:culars, 
rubber stamps, Gilfice devices. adwriting, balf 
tone making, and praciivaliy anything whicn 
interests and appeais to advertisers and ousi- 
ness men, Classified aavertisements. 20 cents 
a line per issue flat, six wores to a line, 


. OHIO. 
by a list of 100 recognized classified advertising 

mediums. only two produced_results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. You want results. 


OUNGSTOWN VinvicaToR—Leading “Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA. 


fE,HE OKLAHOMAN Obla. City, 23.305 Publishes 
more Wants than any 7 Vkia. competitors, 


PENNSYLVANIA. 


lees Chester, Pa.. TIMES carries from two to 
ve times more ciassifiead ads than any 


otherpaper. Greatest circulation. 


SOUTH CAROLINA, 
hice Columbia STATE (©©) carries 
more Want ads than any other 
South Carolina new lina newspaper. 


UTAH, 


ALT LAKE TRIBUNE—Get | ~igaae 
medium tor Utah, |dako and Nevada. 


WISCONSIN. 

| he every city there is one paper which invari- 

ably draws to its doors the big crowd. In 
Milwaukee, it isthe JOURNAL. The reason is a 
strong one. The JOURNAL prints the want ad 
news; more valassified 8 appearing in its 
columns every six days than in any other seveii- 
day paper. The rate is seven cents per line. 


CANADA. 


HE DAILY TEL“UGRAPH, St. John. N. B., is the 

want ad medium ol the maritime provinces 
Largest circulation and most up tu: date paper of 
Eastern Canada. Want ads ove cent a word. 
Mivimum charge 2% cents 


A PRESSF. Montreal. Largest daily circula- 

tion in Canada witnout exception. (Daily 

100.087. Saturdays 117.000—:worn to.) Carries more 
want ads than any newspaper in Montreal. 


‘g°HE Montreel DAILY STAR carries more Want 
advertisements than aj! other Moncrea) 
dailies combin The FamiLy HeRaLD aNvb 
WEEKLY STAR carries more Want advertisemeuts 
than any other weekly paper in Canada. 
—-— +e ~~ ——— 


Advertisements. 


Advertisements in “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (209 lines) 
for each msertion, $10.40 a line per year. Five 
pe cent discount may be deducted if payment 
accompanies copy and order for insertion 

and ten per cent on yearly contract paid 

wholty inadvance. If a specified position is 

demanded foran adr ertisement, andyranted, 
double price will be charyed. 


WANTS. 


AS wanted to sell ad novelties; 25¢ com. 
3 samples, 10c. J.C. KENYON, Owego, N.Y. 


i Wee circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


O YOU WANT ADVERTISING?! More foreign 
advertising accounts? Have your publica 

tion represen’ by a live man in New York. 
“SPECIAL AGENT, * care Printers’ Ink. 


. Proofreader, Cc Copy Editer; careful 

tent man, experienced in details o 
publication, position as assistant to publisher 
news or trade paper. “ HEADS,” Printers’ Ink. 


PRINTERS’ INK. 


if AVE you a Bw e e for a young man, 27, 

whose qualifications are a good education, 

some ad-writing and Cy experience, and a 

working familiarity with good advertising and 

good fcllow-up work? 
Address “A. N. D.,” 

Box 485, Jamestown, N.Y. 


APABLE Printer or Advertising or Circula- 

tion Man. with #500 ready cash, can secure 

| rm ad in the best publishing proposition in 

abo. 

~ Present owner of stock in this concern has left 

the State, and offers it at about half tne actual 

value as shown by statements. Write at once to 
J. H. GLPSON, Caldwell, Idaho. 


OSLITIONS NOW OPEN—For adv. solicitcr,Vt., 
$20; Ohio, $35; N. Y., $25; Ind. $30; circula- 
tion mgr., Kau., $30-40; sporting editor, North- 
west, $30; city editor, Mass., $20; editor. Obio, $25; 
job foreman. non-union, Ct., 4 vrai np 
union. la., $27; also repereers and lino’ 
tors. Free booklet. FKRNALD'S NEWSPAPER 
MEN’S EXCHANGE, Spriuetci. Mass. 


A= RS’ MAGAZINE and “ DOLLARS 
NSE” (Col. Hunter’s great book) 
should be read by every advertiser and mail- 
order dealer. Best * ‘Advertising School ” in exist- 
ence. Year’s subscription and “Dollars & Sense,” 
50 cents; uae copy of magazine free. 
VERTISERS’ MAGAZINE, 
637 Century Building. 
Kansas City, Missouri. 


HIGH-GRADE printing establishment, 1o- 

cated in the Northwest, is in need of a 
Superintendent who understands high-grade 
color —a Would prefer one whocan orig- 
inate qs well as execute. A permanent and 
profitable opening to the man who can deliver 
the goods. Address, giving age, references and 
wages expected. 

“R. P.,” care of Printers’ Ink. 


Ooms SALESMAN, whose letters are selling 

as much merchandise as six traveling sules- 
men Can sell, desires to locate in the East. De- 
sign and write catal jogs. Good rea-on for 
changing. Highest references given. For sam- 
ples of work and Serthee particulars address 

OFFICE SAl.ESMAN,* 
Care Box 233, tall Ohio. 


i. @ YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and av managers should use the ciassified col- 
umns of PRINTERS’ INK, the businese journal for 
advertisers, puolished weekly at 10 Spruce Si., 
New York. Such savertizements wail be inserted 
ac 20 cents per line. six wordsto the line. PRINT- 
rres’ INK ts the vest school for advertisers, aud it 
reaches every week more employing advertisers 
than any other publication in rie Onited States, 


Business Correspondent and 
Office Salesman. 


Do you want a hustler to handle your office 
correspondence? A graduate from the school 
of experience and long time student of the ad- 

vertising oe as applied to office salesman- 
ship would like to correspond with live concern; 
any live; anywhere. 

LYNN F. RICE, Lancaster, N. H. 








N ADVERTISING SOLICITOR 

of unquestioned character 

and ability wanted by a leading 

agency. An unusual opportunity 

for the right man. L. Box 426, 
eare Printers’ Ink, New York, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forready positions at $25a week and over, to 
write for free copy of my new prospectus and 
eudorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500, The best 
clothing adwriter in New York owes his suc- 
cess within a few a to my teachings. De- 
mana exceeds su uppl 
GEORGE H. POWELL Advertising and Rusi- 
ness Expert. 768 Metropolitan Annex, New York, 


-> 


# 





-> 


# 
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AS (2%, original, forceful style, 
newspaper experience, Vowell graduate, 
seeks position with agency, or as vertising 
manager. best references. “AMBITIVUS,” 
care Printers’ Ink. 


wax KD—Hustling soticitor in Eastern terri- 
tory to cull upon a few prospective adver- 
tisers for a large and A rosperous class journal; 
liberal a a require but a Tew 
hours each aay. “Cc. M.,” care of 
Printers’ Ink. 
TI.WELVE OFFICES covering entire newspaper 
and magazine field. Openings in aii parts 
of the world, Advertising, Publishing, Sales, 
othee and Technical. Write for information. 
HAPGUODS, 305 Broadway, New York, or 1010 
Harttord Building, Chicago. 


4 
ADVERTISING AGENCIES. 
D A. O'GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 
W. KASTOR & SONS ADVERTISING CoOM- 
e PANY, Laclede Building, st. Louis, Mo. 
LKER? *RANK & CU., 25 Broad Street. N. Y. 
Generali Advertising Agents. Kstablisheo 
1872. Cnicago. Boston. Philadelphia. Advertis- 
ingof ail kinds piaced in every part of the worid. 
Ange ACTORaEy Al Vv ERTISING BUREAT., 
ad way (opp. P. O.). New York. Ads 
in the TRADE JOURNALS our specialty. 
Benj. R. Western, Propr. . 1877. Booklet. 
pcan OA Sache ta 


COIN CARDS, 


3 PER 1.000. Less for more; any printing 
THE COIN W RAPP! PER Cv,. Detroit, Mich 


MAILING M:- MACHINES . 

‘HE PICK MATCHLESS MAILER. lightest and 
quickest. Price $14.50. F. J. VALENTINE, 
Mfr., 178 Vermont St.. Buffalo, N. Y. 
or ne 


ADVERTISING BOOKS. 











100 Business-Getting Ads 
or $2.50 


I will send bos GPraneny my book of 100 
beige, snappy, business-getting ads for Dry 
Goods, Clothing, Furnishing Goods «nd 
Shoes, upon receipt of the price. Any adin 
the lot is worth the price of the entire book. 


F. P. SMITH, 
P. 0. Box 864, Marlin, Texas, 











——_ 9s 
PRESS CLIPPINGS. 
OMEIKE'S PRESS gla ING BUREAU, 110- 
» 112 West 26th Street, New York City, sends 
newspaper hesinee on any subject in which you 
muy be interested. Most reliable Bureau. Write 
for circular and terms. 


oe 
BUSINESS OPPORTUNITIES. 


i bey invest $5,000, and take active interest 

trade paper or advertising agency. 
aan must give principal details. Address 
“B. C.,” care Printers’ Ink. 


A™ ‘(NTION, MAIL ORDER MEN Your cir- 
culars mailed at 25 cents per hundreé to 
buyers secured through our own are plan. 
For better results give usa trial. MUTUAL CO., 
132 | Station A, Houston, Texas. 
—_——+o+—___—_ 








PRINTING. 


7 OU share with us the economy of our loca- 
tion. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and booklets in large af THE BOULTON 
PRESS, drawer 98, Cuba, N 


FOR SALE, 


OUND volumes of $65 advertising course for 
sale or exchange. A bargain. Write C, 8. 
HENRY, General J'elivery, W, Somerville, Mass. 


Sy FOR SALE—45 lbs 8-point, 107 Ibs. 10- 
int, 25 Ibs. 12- ag Roman; as heap job 
7 forts). 20c. a Ib. Cases, 35¢. eac r good 
proofs write HART'S JB PRINTERY, Eliza- 
beth City, N.C. 
OR SALE—Two double-color English Wharf- 
dale printing presses; —: sheet 27 x 43 in 
twocolors. Now running and in perfect condi- 
tion. THE UNITED STATES PLAYING CARD 
cU., Cincinnati, Ohio. 


OR SALE—To settle an estate, daiiy some 
paper and job office, established 60 yea’ 
near Pittsburg. Splendid + mae Eorhistler 
with small capital. Addre: 
Neville St., E. Pittsburg, a. 


INDEX CAR RDS. 


NDEX CARDS for all Cabine ts. Get our prices 
and samples. THE BLAIR PRINTING CO., 
912 kim Street, © incinnati. Ohio. 
pti +o> s 


SUPPLIES, 


M R. PURLISHER: You ought to have Bernard’s 

Cold Water Paste in your circulation dep’t 
for pasting mailing wrappers; clean, convenient 
and cheap. Sample free. BERNAKD’S PASTE 


DEP'T, 71 Dearborn Street. Chicago. 


Denmioond 


Clue, Paste and Mucilage 
In Patent Pin Tubes. Will stick anything 
stickable. All dealers. Sample tube 10 cts. 
DENNISON MANUFACTURING COMPANY 
Beston New York Philadelphia Chicago St. 














PATENTS, 


pus PATENTS that PROTECT 
Our 8% books for Inventors mailed on coeet t 
of 6 cts. stamps. R. 8. & A.B. LACEY, 
Washington, D.C. Extab. anes %. 








—— +e 
ADVERTISING MEDIA, 


HE SATURDAY EVENING POST covers 
every State and Territory. 


HE LADIES’ HOME JOURNAL is mg greatest 
advertising medium in the world 


‘HERE are about 1,400 homes in Troy, Ohio ; 

950 of them buy the RECORD daily, 200 bor- 
row it. There are 600 homes on seven rural 
routes; 300 buy the paper. Total homes reached 
1,440. The RECORD charges for only 1,210 and 


throws in un r.m. position. Min. rate 4c., plates. 





The 2 South Dakota Papers 


Sioux Falls Daily Press 


Associated Press. Morning—daily. Targest 
circulation. Carries most advertising. 
Popular Want Ad Paper. 


South Dakota Farmer 


The only weekly farm paper 
in the State. 
DOTSON & COOK, Publishers, 
Sioux Falls, 8. D. 














THE MAN WHO WILL send $1 for Davids’ Practical Letterer, complete in- 
oben a in Commercial Lettering with brush or pen ; 


IS THE MAN WHO CAN : 


ctical hints on photo-engraving and designing ; 
do good show card work. This book contains 
much information of great value to advertisers, 


THADDEUS DAVIDS CO., 127 William St., New York, EsTastisHEp 1825, 
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PREMIUMS. 


MVAOUSANDS of suggestive premiume suitable 

for publishers and others from the foremost 
makers and wholesaie aealers in jewelry anc 
kindred lines oper list price illustrated 
catalogue. (@@) Greatest book of its kind. 
Published annualiy. 36th issue now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane. N. Y. 


HALF-TONES. 


W RITE for samples and prices. STANDARD 
ENGRAVING CO., 560 7th Ave., New York. 


paras copper half- tones. 1-col.. $1: larger 
10c. per in. THE YOUNGSTOWN AKC 2N- 
GRAVING CO., Youngstown, Ohio. 


i hte arary: Kk HALF oe 
3 3x4. $1; 4x5, $1.61 
Suisontmn mien cant poeocaneaien the order. 
fend for sam 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


8 ge hai eg or line productions. 10 square 
inches or smaller, delivered prepaid, 74:.; 
6 or more. 5c. each, Casa with order. All 
newspaper screens. Service day and night. 
btn for circulars. Keferences furpisbed, 

wspaper process-engraver. P. 0. Box 81i, 
Panedelpniee Pa. 


BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force, 
The remainder of the eaition o_o jJast 
year) is now offe for sale, About 600 pages. 
5x8, set in jong primer, with many half-tone 

ortraits Cloth and gold. P rice $2. prepaid. 

HE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New York. 


+++ 
COIN MAILER, 


g 60 PER 1,000. For 6 cvins $3._ Any printing. 
e PYTHIAN PRINTING CO.., Ft. Madison, la 





eonpeneinesnilfi tiie 
PUBLISHING oe eel OPPORTUNI- 
1ES 
CASH will buy 


$8, 00 A small 5 gad business 
"Which pays owner $ 
lation As standing. 
Business could be increased. 
oung man of ability 
Could do weil here 
HARRIS-DI BBLE COMPANY, 
— in Publishing Property, 

8 Broadway, New York 


posal ict je 
TRADE PAPER DIRECTORY. 


Ghe SELLING 
MAGAZINE 


DIRECTORY 


of TECHNICAL, TRADE and 
CLASS PUBLICATIONS 
is practically indispensable to those who 


would waren? fill technical and trade paper 
space with intelligence = e ‘ae. Publi 
ica- 








tion Day and 1. ey Prices ot more 
than 650 Technical and Trade Paltigations. 
under 70 Classifications. For 200 of them, 
and for some that have never before made 
such sti it gives Cir , and 
tor a still greater umber, information is 
given as tow en yy is Wanted, Size of 
Type Pageand Advert ising Rates. 160 pager. 


Price, postpaid, 25 Cents 


Free for a limited time with a year’s sub- 
scription to SELLING MAGAZINE at $1 00. 


SELLING MAGAZINE 
Postal Telegraph Building, NEW YORK 




















BOOKLETS, 


We have: have a booklet for Banks 
“ol — interest every 
= and Cashier. 

wt $30; 2, 


He rot 500, $20; Loo g2e1 500, 000, 
000, $65. Free sumple to Banks only. 
Printers? ink Press, 45 Rose Street, New York, 


PAPER 


B BASSETT & SUTPHIN, 
54-60 Lafayette st.. New York City. 
Coated papersa specialty.» Diamond B Perfect. 
Write for hign-grade catalogues, 
—_—_—_+or— 


BILLPOSTING AND DISTRIBUTING. 


ILLPOSTING campaigns for National Adver 
tisers, covering 4,000 towns and cities; guar- 
anteed service through members of Associated 
Billposters; every detail handled from printing 
and placing Of posters to inspection and pay- 
ment of bills. llboard display has been our 
specialty for years; we are established and recog- 
nized advocates of bige-grade service and can 
oe result 
ERNARD. ADV, SERVICE, 71 Dearborn St., 
Chicago. 








— 





A spark is not a conflagration. 
An idea is not an Ad. 


Again—more is needed than a 
garment of words. 


The dress is most attractive 
when the language is concisely 
plain, profusely simple. 

When the claims ring clear and 
true, 


Then the copy should compel 
attention and win conviction, 


All this may be Kindergarten, 
but in a business where generali- 
ties abound, it takes a working 
copy carpenter to know how. 


Are you willing to entrust the 
care of your publicity and adver- 
tising to one who will give a good 
measure of experience and thought- 
ful service to the work for the 
opportunity, plus ? 


SONNEBORN 


New York 
1039 E. 169th Street 


ours lity ion sin 
EXAGGERATED EGO. 

A new kink in addressing envelopes 
has been noticed recently by some of 
the post office clerks. Instead of the 
word “personal” on these envelopes to 
indicate that the letter is intended only 
for the eye of the person addressed has 
been written “Himself.” In each case 
these letters had been sent from Eng- 
land. In some parts of Ireland the 
head of the household is always re- 
aoa to by the members of the family 

“Himself,” and the influence of that 
ahs may have had its effect -on_ the 
English writers, or possibly the writers 
were Irishmen living in England.— 
New York Sun. 
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READY-MADE ADVERTISBMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements. ideas for window 
ecards orcirculars, «nd any other suzgestions for bettering this department, 








Emit HE -p, 

Advertising Counselor, Designer and 
Writer of Advertisements, An- 
nouncements, Booklets, 
Catalogues, etc. 

PorTLanp, Oregon. 

Editor Ready Made Department: 

Dear Sir—I am sending you here- 
with several advertisements, each bear- 
ing name, publication and date on 
which it appeared. In calling your at- 
tention to the cartoon effect advertise- 
ment of the Damascus Creamery, 
which appeared on December 13, 1907, 
Il may say that it appeared on _ the 
second day of a State Dairy Show, 
held here then. For some reason this 
firm was not invited by the soliciting 
committee to participate in the conven- 


tion, either financially or otherwise. 
It was, however, a_ well-known fact 
that ° the Damascus Creamery, for 


nearly five months prior to December 
12th, had been unable to supply the 
demand for its product, although a 
good newspaper and farm journal ad- 
vertising campaign had gradually 
brought them more cream. 1 may say 
in addition—for a local sales campaign 
—street cars had been used exclusively 
for one year up to August, 1907, and 
this work is still going on, with fre- 
quent changes in copy. The adver- 
tisement of December 13 brought forth 
an attack by the president of the con- 
vention, creating additional publicity 
among nearly 850 cream shippers, from 
nearly all parts of Oregon, who were 
present, 

It certainly did the work with good 
follow-up and personal field work, re- 
sulting finally in the addition of a 
long-held back delivery as announced 
in the advertisement of February 9th. 
The latter ad does not pretend to 
expert art work. It was ordered at 
5.30 p. m., Saturday. An amateur, the 
only party handy, did the work; the 
writer supplied copy at 9 p m., plates 
were made that night, bases prepared 
from a silver-print, and another paper’s 
ad also prepared by the Oregonian 
staff Owing to the lateness of the 
order, the other paper was unable to 
get out cuts, etc., its engraving staff 
uitting at 5 p. m. Each ad was dif- 
erent, and ever since we have been 
behind with orders, although constant- 
ly getting new cream shippers. It was 
a hustle to get these two Sunday ads 
out, but the Oregonian staff spread 
itself to help the composing room, art 
room and stereotyping department. 

Your criticisms will be welcome. 

Yours truly, 
(Signed) Emit He tp. 





The most conspicuous and least 
commendable feature of these ads 
is the illustrations, which are 
fearfully and wonderfully made. 


artistic effect is not 

heightened by the 
“bubbles” being blown by. the 
various men and animals, con- 
taining crude and almost inde- 
cipherable lettering. If the live- 
stock really had to be in evidence, 
which I very much doubt, their 
testimony or apologies should 
have been in type, instead of the 
defacing bubbles, which are not 
altogether suggestive of cleanli- 
ness. 

The ad containing the cake pan, 
the team of horses and the bossy 
cow tries to do too much. The 
cake pan would have been worthy 
of more space if the lettering on 
each side had been in type, and 
large enough to be easily read, 
thus showing at a glance the pan 
and its connection with the sub- 
ject of the ad. 

Owing to the poor lettering in 
their “bubble,” the horses have 
no significance until the small 
type above them has been read, 
and it would have been entirely 
safe to leave them to the read- 
er’s imagination. 

The cow, the illustration most 
closely connected with the sub- 
ject of the ad, could also have 
been spared without serious detri- 
ment to the general effect. In 
fact, all three of the illustrations 
have unfair competition in their 
work from the big border which 
overshadows the entire ad. 

But the most fault of all, per- 
haps, is the fac-simile check, 
which means nothing at all and 
occupies space that should have 
been given to the matter above 
the live stock, permitting the use 
of type that could be read with- 
out the aid of a magnifying glass. 

The name-plate doesn’t seem to 
know where it is going, but is 
clearly on its way. It sprawls 
too much—has too many curves 
and flourishes, and very ably 
seconds the border in the effort 
to kill everything else in sight. 


And. their 
particularly 





There is merit in the text, but 
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- no proof 


it has so much competition in 
extraneous things that it would 
remain undiscovered by many 
who should read it. 

It is only fair to explain that 
this particular ad was the hurry 
job referred to in the foregoing 
letter. 

The plain type ads, also 
reproduced, are much better in 
every particular. The drawing in 
the cartoon, ‘“Sidelights on the 
Dairy Show,” is hardly in correct 
perspective, but it does tell a 
story, and a cartoon is not ex- 
pected to be a work of art. 

In the illustrated ads, the im- 
portance of attracting attention 


(Signed) W. J. Chandler, Adv. 
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Tuomas MEEHAN & Sons, Inc., 
Growers of Highest Grade Hardy 
Trees and Plants, 

GERMANTOWN, PHILADELPHIA, Pa, 
Editor Ready Made Department: 
Dear Str—Herewith you will find 
several enclosures we are using this 
spring, and we would appreciate a 
criticism on them, as we have been 
greatly benefited in the past by your 
suggestions. Very truly yours, 
Tuos. MEEHAN & Sons, Inc., 
Mgr. 





These envelope slips are exe- 
cuted in a style that one at all 
familiar with the good advertis- 
ing that has been done by Thos. 
Meehan & Sons would at onte 
identify with that concern. Not a 
style that would be described as 
“sameness,” but a distinctive style 
which, in spite of variations in 

















seems to have been overestimat- 
ed, and the effort continued after 
the result had been accomplished. 
Aside from the type ads, I don’t 
see just why this work should 
have attracted any very favor- 
able attention. That it did, ac- 
cording ‘to Mr. Held’s letter, is 
that fewer, better 
drawn, or bétter chosen illustra- 
tions would not have been more 
resultful, 





details, bears the indelible im- 
press of this house. 
In some way, though, these 


specimens are*not quite up to the 
usual mechanical standard; the 
printing seems to be more at 
fault than the plates, and the re- 
sult is not sharp and clear. 


The text is all right, however— ® 


informative, and not too much of 
it, with printed prices to save un- 
necessary correspondence and de-"_ 
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lay on the part of those who wish 

o buy. 

Two of the slips are repro- 
duced herewith, suffering some- 
what in clearness by the repro- 
duction, but serving to show their 
tasteful arrangement and attrac- 
tive illustration. 

From an illustrated folder: 


PRETTY DOROTHY PERKINS, 





The lovely shell-pink Climbing Rose. 
“What a beautiful shade of pink!” 
“How pretty are the small bud 

roses!" 

Everyone exclaims, at the beauty of 
this exquisite rose—a rose, too, that 
is going to outrival the famous 
Crimson Rambler. 

This rose is new to the public, but 


as soon as it becomes better known it 
will be in every garden. 

A careful examination of the cluster 
shown will reveal the great beauty of 
the form of this grand rose. Notice 
the exquisite bud, the attractive half- 
opened flower, and the full-blown rose, 
all in perfect condition. 

The color of this rose is a beautiful 
soft shell-pink, with just enough color 
to make it pronounced. 

An ordinary plant of this rose will 
be loaded with flowers hanging in 
clusters as one sees the Crimson 
Rambler in June. 

One decided advantage this rose has 
over the Crimson Rambler is its foli- 
age. The bright, glossy leaves are 
never troubled with insects, and mildew 
is not its great enemy as in the case 
of the other. 

Our plants of this variety are ex- 
cellent; in fact, far better than we 
have ever had before, and that is say- 
ing a good deal. 

Order from us now, and we will 
guarantee you a good show of flowers 
this June. 





Plants in 5-inch pots, with good 
strong tops—so cents each, 10 for 
$3.50, 25 for $6.25. 

THOMAS MEEHAN & SONS, Inc., 
Growers of Thrifty, Vigorous Trees 
and Hardy Plants, 
Germantown, Phila., Pa. 

An Invitation to “Have Things 
Charged. From the Peoria (Iil.) 


Star. 


” 


“ Charge 


Customers, 
We can serve “charge” 
customers very accurately 


and quickly, especially with 
goods that are to be deliv- 
ered. 

Go to the Main Office, on 
Second Floor, and arrange 
matters to-morrow. 

Few formalities. 
SCHIPPER & BLOCK, 

Peoria, Ill. 
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and 


Calculated to Restore Confidence, 
Thereby Increase Deposits. 








The 
are an 


deposits of a bank 

indication of the 
prosperity of the territory 
covered. Steadily growing 
deposits of a young,’ healthy 
bank disclose a prospering 
territory. 

Our deposits have doubled 
during the last five months. 
THE ROR STATE 

Drummond, "Mont. 
Capital, $25,000. 











the Washington (N. J.) 


The Waste 
Basket 


will not 
printing 


From Star. 





catch the fine 
executed by the 
Star Printery. The rapid 
growth of our business is 
strong evidence of the su- 
periority of our service. Our 
equipment for the produc- 
tion of high-grade work is 
complete in every depart- 
ment. Best presses, the 
latest style type and expert 
workmen enable us to turn 
out the class of printing de- 
signed to promote your 
business, 

Orders delivered on time. 
Our prices are reasonable. 
Call, write or phone. 
THE STAR PRESS, 
Washington, N. J. 











Showing That It Is Possible to Quote 
a Price, Even on Repairing of Some 
= From the Philadelphia Bul- 
etin. 





Have Your Parlor 


Suite Re-covered. 


5 Pieces for $18.50. 
In Plushes or Tapestries. 
We are experts in re-up- 

holstering Parlor Suites and 
upholstered furniture. A 
postal or ’phone will bring 
craftsman .to estimate. We 
restore furniture equal to 
new for moderate prices. 

Parlor Suites, Davenports, 

Chairs one-third to one-half 
less than regular prices, 


Bell ’Phone Lombard 


W. W. & H. H. KNELL, 
Established 1858. 
Makers of Fine Upholstered 
Furniture, 
Factory and Warerooms, 
229-231 S. sth Street, 
Just Below Walnut. 
Philadelphia, Pa. 


1873. 














